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Since its inception in 1969, the Office of ‘Minority
Business Enterprise (OMBE) has proviged practical *
assistance to minority business people. This inte-
national marketing handbook, How To [™elop an
Expott Businessiis a continaation of this concept. It
contains down-to-earth advice for the minority-
owned firm that wants to sell products-or services to

*  customers in other countries, . :

The exports of goods and services from the United

States now at recotd levels. And opportunities

‘ m}fi exist for minority-owned firms in foreign

* 1parkets. Minority:owned firms make a'wide variety

of products that are exportabile. Others provide

. engineering or construction services fos ‘which a
+ foreign demand exists. .

.On the other hand, until now, only a few of these

firms have attempted to market abroad, although

/ magy have the capability and-the capicity. Why

haven’t they dobe so? For the most part, ther,

management has been preoccupied .with market

" development in the United States. Consequently;

2 . they have had little time fo explore profitable sales

+ opportunities abroad. Nor have they had the oppor- -
tunity to familiarize themselves with the helpful inter-
nationa] marketing services available from U.S.
govgmment ‘agencies, as well as from pnvate n-

ustry. .

* This handbook, then, i i ] for
minority T 5 2% S o iy
wards, thaee firms without-export-experieace as yet.
1t is 2.5tep-by-stép giiidomn praetical, howato-do-it
manual that dé s in ‘detajl what to do, how to do
it, and where to go for information on specic inter-

. -hational marketing help. s
~But this hanﬁ%%k is different from other how-to-
export guides. We believe ' minority-owned firms
should start with the export opportunities that are
easicst 1o capture. We recognize that practically
successful exporter reached that position through
*stages. An exporter does not become successful over-
night. Typically, these stages are: -,

—— Stage I: Int this stage, manufacturers sell tp
-companies located in the United States.

-

. These companies, in turn, ship or resell the

- WHY THIS HANDBOOK? °

" . domestic sales personngl-who do not havs to. .

goods to forergn cusigmers.” The U.S.
manufacturer does not need an -export
department, nor does 1t need to worry about

.shipping goods beyond United States -

borders. Seling normally is stmilar to selling
a domestic account. You.can us¢ your own

know another language. You needn’t be
familiar with the intnicacies of special export
paperwork, and you are, selling to customers

.who pay.as promptly as the best domestic ac-

counts (sometimes better!). This market,
called the U.S.-for-export market, 15 huge—
and growing. For every $4 of exports of
goods and services from the United States,
about $1 results from U.S.-based buyers who
mmake up this “export” market segment!

Stage II: In this stage, manufacturers re-
spond directly to “inquiries ‘of leadd which
conie from foreign companies. In addition to
selling the U.S.-for-expoft segment identified
above (Stage I), the.new-to-export firm will
make occasional shipments to foreign
customers. This stage normally does not re-
quire 4 firm to have,a special export depart-
ment, but it does require some knowledge
about the details of shipping goods to fereign
locations, and how to get paid by foreign
customers. ) /7

Stage IIL Tn this stage, manofacturers go

beyond the occasional shipment o foreign,

customers (Stage 1) and sell customers 1o a
foreign couptry on a regular basis. The es-
tablishment of a marketing team abroad—
sales agents and,'or distributors and dealers
in foreign countries—is generally necessary.

By now, the manufacturer probabfy has a,

well-established export department. Some
marnufacturers, however, can reach Stage 111
without their own internal export depart-

ment. A’ successful export effort can fre- .

quently be obtained by turning over export
sales responsibility to U.S.-based export mid-
dlemen who are called Export Management

N
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Compames (EM@'s). Using an EMC te
reach foreign customers 1s much like using a
U.S. manufacturer'srepyesentative (or agenl)
or a destributor sdealer 1n order to reach U.S
customers. -

5 L] . :

This handbook starts with a discussion of sellmg in
your own backyard—reaching out to sell your
products Yo export buyers who are located i the
United States Secondly. the handbook will guide the
novice exporier in how to get a foothold in foresgn
markets. and thirdh. it will advise the firm who may
wish to “hire” an export department. that 1s. use the
services ofan expon managemsat company (EMC)

LIKE A LADDER

The handbook 15 desngned 1o reflect howg firm ac-
tually gets involved in the vanious stages ofi\pomng
Thus. Yhe handbook contamns a number of segmentsee
Each 1s like a rung on a ladder Readers can chimb no
further than they wish. eonsistent with their own
needs, expectations. and resources in dewelop.mg an
export business . .,

There are some who will only be able to handle ex-
port business that comes to them easily Perhaps they

can do no more than seli to one of the huge Japahese .

trading companies that maintain buying offices in the
: ’

.
-~
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United States Perhaps they may want to g0 no
further than selling to U S Post Exchanges around
the world through spectal sales representatives that
handle the large U.S military market abrbad For
these firms. PART ONE will assist ¥hem 1n gemng
started

Other manufacturers may just wanz to go a bit
further by “skymmingthe cream™ ip export salfs .
They may not have the time or’ managzgst
resources for a deep. committed export.sales efiort.
flowever. these firms can sull develop profitable ex-
T .part sales Pfi,RT TV O of this hardbook is designed
for these “part-imers =

But, there will be those who &ant to go ail the/way
and mount an aggressive exgort effort Foreign travel
*1s 2 must. a network of -forelgn distributors 2nd or
*agents wiJl be negded. and management will have o
farmiharize itself wuih the specialized vocabuiary of
. exporung PART TWO of this handbook will also
gunde these firms

Some manufacturers who don't want to devote the
time and resources to developing their own export ef-
fort sull find that they cah obtain profitable ¢xport
sales They “hire” an Export Management Company
{EMC) 10 handie ther expons PART THREE of
this handbook will guide firms who consider this
alternative

But. remember. stop where you want

X2 SR
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" 1. Exports mean additional customers. This means

L@
.

v

- JINTRODUCTION - - .
HOW EXPORTS CAN PAY OFF e

WHY EXPORT? To make money is the obviols
answer Expanding total sales means growing total

profits- In the United States, about one of every ted
manyfacturers is an exporter Some 10,000 small

Jfirms, those with fewer than 100 employess, are

currently exporting. It is fair to assume that they
would not be doing so if they were not making a
profit. . ‘ .

L

"FOUR WAYS EXPORTS CAN BOOST .

PROFITS

-

greater arnual sales which translates to greater
" total profit. ‘- .
2. Exporting may” offer growing market oppor- .
- tunities when U.S. sales have fallen off. A good ex-
ample: the temporary U.S. recession in 1874 and |,
1975 was offset for many U.S. companies that ex-
port. In fact, export sales boomed during those!
two years. . .

3. Exporting often extends the life of a product
which is nearing the end of its, usefulness 1 the

" United States. -, .-

4. For seasonal businesses, exports may, help keep a
firm’s plant operating by lengthening production

schedules, - -

'—
A GENERAL RULE TO FOLLOW. If ydu are suc-

-
-

- .cessfpd in selling a product in the U.S. market,
. chances are you will be suct

ful in selling abrodd.
But frankly, some’ products-have limited potential.
For example, there won’t be many oppartanitigs for
selling products of ‘wood—such as pallets—in
countries’with extensive timber tracts or whore low-

) ‘cost labor can turn out a competitive product at a
Mmmmmmmm&.wﬁmu

- N

"BUILT-IN MINORITY EXPORTS EXPER-

-

.
’ J N
.

0 v,

.

S~

4 i

BUT EXPORTING IS NOT FOR EVERYONE.

Export sales can be a difficult proposiu8n..Exporting
is no cur¢ for ybur business headaches in the United,
States, particularly if you have product problems. If

. Your product is not accepted in the United States, st

will pot do well in foreign markets. And exporung
can e time-consuming and expensixe, eapetally in
the early stages. .- "

WHEN TO EXPORT! A RULE OF THUMB. If
you have a sucgessful domestic business which 1s run-
ning &fficiently and profitably, and ‘you are fooking -
for new worlds to conquer, then exporting will pay
off. Biit—and this cannot be stressed often enough—
developing foréign markets will take the samgBnergy.
determination, hard work, and advance planning that
made development of your U.S. market a success.

TISE. Minority business people often have a natural

expertise which will help them 1n sales development

abroad. Many were born abroad and thus have close,

personal ties with business people in their original

homeland. Their knowledge of a second languager
and foreign business customs could be helpful, For )
example, many exporting firms in the U.S. Southwest

are owned by those .of MexXican or other Hispanic

origin—an advantage “in selling td the' Spanish-

speaking ‘Caribbgan area, to Mexico, Central

America, and South Amenica as well.

A SPECIAL WARNING' While some minority
entrepreneurs may have built-in ues with poténual
customners in other countries based on a persona),

. family, or cultural gelationship, sometimes they ask
.too much from these relationships. For example,
-some may want to start an export business with httle

" orcno prior business expenence. Starting an export -
‘business calls for capital, business know-how, and ac-

cess to products. Without them, success 1s impossible.

-

~
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* market—which is comprised of many segments. This market is ideal for the'new-to- .
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EXPORTING IN )’OUR OWN BACKYARD T
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PART ONE dscnbcs a gigantic portlon of the_export sector'—the U. S -for-export .

export firm se¢king additional bysiness that ré'quxm no specialized knowledge. Sales s
actjvities are basically the samc as those employed when doipg busmss wnh the
firm’ s regylar customerx.’ . . ..

Y , ‘.9 . >
Theé following chapters xdenufy petential customers, provides discussion needs, and

» 1
oﬁ'qrs step-by-step instructions 6 how a oompény procwds in selling to U, S based -
customers. ' . }
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THE HIDDEN EXPORT M‘ARKET SELLING IN YOUR

i .- . OWNBACKYARD " ° -

. YOU MAY ALREADY .EXPORT! Although you
don’ tactlvely solicit business from customersin other
countries, chances are your produets have already
found their .way abroad. At this momenpt, without
- your knoweng it, your producta may be dxsplayed ina
ferretena {what hardwafe Stores”are called in Latin
T America). Perhaps they are befng used in a Nigerian
. housewife's kitchen,-or perhaps they are hefpmg a
German; firm make its product. -
Your goods can appear overseas in at least six ways
which involve no selling effort on your part, and in
some cases, without your knowledge!

. . L Forergn tourists visiting the United States may
s purchase your product d bnng it back, home
N\ &

2. Americans oﬁen send gifts to fnends or relatms
., living oversa!s. -

3..Some U.S. wholesalers and/or dlsinbutors . are ac-
tive exporters. The product you sold to your
wholesaler-or dxstnbutor in turn, may have been
resold;to a foteign firm.

d .4.°A wellestabfished : export m ét sexists for used
) clothing, used mdustnal.macmne , or used con-
. struction equipment, Al are
4  gbroad. A foreign buyér may have purchased
~ ., some used goads from one of the many specialized
, firms Iocatod in the United States for this type of

} s produtt, -

/A UsS. constr:rbtxon company, ﬁmshmg an
averseas project, often finds it less costly to sell the

[ 4

[l

g

- ‘consfruction machipery locally, rather than .bring '

"'i: . 1tbackhome )

.. 6. You may Sel}‘ ypur product tq another U.S.

O - manufacturer &ho.ificorporates your product i intp

. “fiis qwn. The domplete product may ‘be'then ex-
- ported by, your customer to a forclgn location.

X

: 'I‘he,:examplw cited are all part of a specral e;port
. ; market}cgmcnt mlle@e UsS. -f3r-export market.

THE HUGE U S. FOR-EXPORT MARKET In
g 1975, the United States exported .about $100 bilfion
b wonh of goods Tlme goods were shlppcd to uscrsm
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over 100 countries. What !
appreciated—3 that one-qua ;
" .billion was actually baught b ers located in
th‘g United States. The U.S!-based cusfomers then
, arrdnged for the shipment of this 530 bition in goods
, to foreign markets. | *

The U.S. fo -export market is composed of many
grgantu, part of thetotal export sector
ed by U.S. firms. But a surpris-

ing dMouny, of “expo
Jor the company that wants to get additional businkss
but doedp't‘want to, or can't dévote resources to, es-

tablishing its own export expertise. And it requires .

-almost no specialized knowledge Sales made to this

market segme&are—;—for the most part—no different

fro‘m sales m

is received, in the English language, from a Us.-

based firm. Shipmfent is made, usually m domestic

packing, to a U.S. location, and you will’be paid n
.atﬁe same way.as your domestic customers pay.

R 4 o .

. FIVE "EXAMPLES, OF THE “U:S.-FOR-

EXPORT’"MARK.\ET Here are some customers

* whg,are lrkely to purchzise U. S -made goods or serv.
ices for export.

iness can be developed”

to your other customers. The order *

.4

LA Iarge {Zhrcago based commodity broker .

purchaﬁng grain from a farmer’s cooperative in
order to fulfill a sales contract with the Sovret
-Union.

2.”A builder of prefabricated homes, b'}mg compo- -

nent products from U.S. suppliers to bg agsembled "

in préfabricated houses destined for oil-rich
markets of the’ Middle East.

3. A large engingering, ‘construction firm, bqnldn‘fg

an oil reﬁnep abroad, buymng U. S4made equip- |

ment to be used in that refinery. .

4. A US. military post exchange (PX) abroad,
.sending: orders”for ‘U.S. consumer goods back -
th ugh U.S. government channels.

5. ‘The }J,8. branch of a gigantic Japanes?tradmg
compédny buying every year hungdreds of millions *

, of dollars wortl.l of U.S. merchandise which it will
ship to Japan and othier foreign markets.

.
-~

]
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You can get into exporting ‘‘in ybur own,
backyard™ “by ,selling your produtts to these

_specialized, U.S.-for-export accounts. These US.

customers handle all the shipping . and exporting
details. And’.what’s mare, they are likely to pay for
their order in the same way as your best domestic ac-
cqunts @ some cases, they may pay in advancg; in

- other cages, upor delivery of your goods, consistent

with the domestlc’tcrms pf ypur mdustry

IDENTIFYING THE EXPORT BUY¥ING SEG-
MENTS MAY TAKE SOME DIGGING. It may
not be easy to pick .out and choose the UnS:-for-
expoft segment best suited for your product, and it
will take hard sales work. In this chapter, we identfy
the;major “U.S.-for-export™ buying segments. .In suc-
ceeding chapters, we describe each buying segment in
detail, telling how to locate potential customers, with

suggestions on how to approach them. \

s

- ELEVEN IMPORTANT SEGMENTS. We'll iden-

\‘l

*[ Kc

IText Providad by ERIC.

tify and describe the 11 mpst important segnienits.

. el >
1. The large U.S. compames that purchase U.S.-

made goods for their own foreign affiliates. Many |

large U.S. companies have manufacturing plants
located in other oountries. These plants usually
require a wide range of U:S.-made products—
such as ‘raw ‘materials, components, sub-
assemblies, and even finished products for resale.
"These large companies—found 1n every
industry—are the- General “Electrics, the Du-
Ponts, the Gillettes, the General Motors, etc:
While much of the $15 billion worth of U.S.
products sent by ;h&ce manufacturers to their
own plants abroad is made in the company’s own
US. factories, a large volime is purchased from
other U S firms.

Example: A large U.§~based .chemxcal com[iany
has a plant in Puerto.Rico.. When this plant needs
scientific instruments, pur;’ha.nng executives

. . .Jocated in the company’s New York, headqz_tarters

may purcHigse the instruments anl arrange for their
shipment to the Puerto Rican facility. Supphers
are“paid by the headquarters.

2. Large design and. construction firms purehase for
Joreign projects. U.S. design and construction
firms awarded contracts for building major in-
stallations abrogd—such as ‘hospitals, oil
. reﬁnencs, chemical plants, etc.—pyrchase goods
and services in the United States. Two types of
firtfis make up the segmént. The first: general
- contractors—typically large organizations who
build ports, roads, and dams—not.only'in the
United States—but in foreign countries. The sec-
ond group, called constructors, build such things
as steet mills, chemical plants, oil refineries, tex-
ule plants, petrochemical plants—not only in the
States—but also in foreign countres.

cy are frequently called *‘turn-key™ construc-

-

v
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" tors because they Yterally build the plzfnt from .
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4.

é

5.

4

6.

* was asked to purchase soybeans. The New York

1! < ’
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start to finish and hand the customer the key to a
plant ready for, operation. Every year contractors.
angconstructors together probably purthase and
export $4 bllhon or more worth of U.S.-made
goods needed to build these foreign faciflties.

Example: The Lummus Company recently was
dsked 10 biuld a new foreign refinery. Much of the .

. equipment and matenals needed ¥n this facihity .
weré purchased by Lummus buyers located in their
Bloomfield, New Jersey, headquarters.

U'S. branches of gigantic foreign trading com-.
panies Japan imports $12 billion of goods frem
the United States each year. And almost half of ~
this totdl—&5+billion—is bought in the LUnited
States by ' huge Japanese trading wmpames
which have established branch offices in New
York and other major U.S. cities. These offices
buy a wide range of U.S. products: coal, cotton,
textiles, foods, industrial machinery, consumer
goods, etc. In addition to Japanese trading com-
panies, a handful of European-based companies .
gave also established buylng offices in the Unlted J
tates. °

Example: Mitsu & Co (Ui.A ), a:ub.udmr} of
. thé Japanese-based international trading company,

office located a U S. supplier, placed the order,
and handled all the details of the export shipment
to Japan. The LS. supplier was-patd—tr-HS————
dollars from a US. bank.’

U.S. export merchants who buy for thezr own ac-
count. Thousands of U.S.-based export “nid-
dlemen™ purchase and export goods to foreign
buyers., They are called export merchants or job-
bers, and they are similar to domestic wholesalers
or jobbers, except they sell’ abjoad. Some are
large, some are small, and while they cover all in- -
dustries, they are most prevalent in exports of
general merchandise and consumer goods. Séme
are even dofpestic wholesalers or distributors
that have establishéd special departments to han-
dle sales to foreign buyers. Others only export
and do mo'more than sell to cistomers in a few
countries abroad. '

Example: Middle East Traders, Inc., is a-
Washington, D.C.-based export merchant. A con-
tractor based in Kuwait, building a hospital, re-
quested Middle East Traders 1o buy much of the

.

. equipment for this hospital. Middle East Traders

located suppliers in the U.S., placed orders, and

. arranged for all the ‘export details. ’ .

Large foreign companies with offices in the Unjted
States. In addition to the huge trading companies
mentioned above, many foreign corporations
maintain their own U.S. offices. These offices
purchase from U.S. suppliers, and usually handle
all the shipping and export details.

14 - -
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Example AGIP-USA is the New York-based of
fce of AGIP, pne of Ilal} s largest corporations

. AGIP-US4 recently was asked<o purchase instri-
- ments for a n’en AGIP nuclear plant 1n Iialy

6 The U.S. m:[uary abroad.” Last year post ex-

changes' (PX's] located overseas sold over a
billion dollars worth of U.S. merchandise to

overseas U.S. military personnel and their de-
pendents abroad. ,Most. orders for gaods are
placed i the Unijted States, and shipping de- *

tails are arrangcd by the Department of Defense:

Example: The U'.S. nulitary in German}‘ wisheddo
purchase ethnic cosmetics 1o sell in ‘their man,
PX's in Germany. This requirement was forwarded

sing p[an? Nigeria. Abou1.$130,000 in equipment

was needed. Bids were solicied from U.S. fi¥ms.

Equipment from U.S. suppliers was shipped to

New York, where the UN arranged for export to
Nigeria.

. Foreign governments purchase U.S.-made goods
and services. About 25 foreign governments have
established offices in the United States to buy
everything from military hardware to peanuts.
Some nations, in particutar the newer pnes in
Africa, buy a wide range of products.

-

Example: The Republic of Korea has established
buying offices in San Erancisco. New York, and
Washwgmn Thewr office 1n San Francisco was
asked 1o locate a supplierof rce, afidpurchase rice

- inbulk for export 19, Korea

10. Man) foretgn depariment stores bu) L S -made

products Some have established their bu)mg of-
~ fices. many’ others utillize the services of ™ Tesi-,
dent” buying offices to place orders for them.

~ Example: Takishimaya, one.of Japan's largest
deparlmenl stores, maintains their own buying of-,
Sice1n New York 10 seek out U S -made goods that
are ikely 10.sell well in their Tok 0 store Recently

the) were asked to purchase Indian craft items, -~

)

. You can contact this $30 billion **U.S.-for-export”

market with your own domestic marketing
organization. You won't need foreign sales

specialists.

BUT IT WILL BE HARD WORK. It may be
difficult to uncover and identify the U.S.-for-export
- segment that best suits your needs. And finding the
specific export buyer that will purchase your prod-
ucts also may not be easy. But if you approach the
U.S.-for-export market with commitment, patience,

/ ¢
to specialized buyers located in Dallas, who iden- Juding jewelry Suppliers shupped the merchandise
. tified petential suppliers. placed the order, and 16 a west-coast narehouse where the buying office
arranged for paymeni and shipment “arranged for shipping 10 Japan Suppliers were
_ paid from accounts maintained by Takishimaya in’
.1. U.S. manufacturers supplement their own product LS banks
- lines. Some U.S. manufacturers seek out )
producs mads by ihr UD.compunies on 1 11 sty freg uyrs v the Uned S 10"
¢ locate and even purchase go Most come
product W, -y cxample, 2 manyfactufer of 1o, see' individual suppliers, however. many
. go_” bits-that he dn s yaioc_[?h‘ ! fled . scﬁedule special tnps to ctoincide with trade
’ n lb o ocs not make. This is ca events. The US Department of Commerce
“piggybacking.” acuvely supports these foreign buyers -
Example American Standard, Inc , z.sa[argeand Exam
ple: Executives from Dutch aytomotne sup-
:unz.l-ce;.s xjr;mnufacm;r ofp[:;mbmg'groduas 4701 . . ply firnt wisised the International Automotve
only does ﬂr:iencan anda_bu rd export iis own line Service Industnes Show 1n San Francisco These
ﬁﬁre[aiﬁiﬂmmzﬂ maddwe fbjﬁf;’mj’ Sﬁ :;lsuars pz:jrchasedhsm;‘z].ﬁﬁj woriR Of TS~ goods
. suppliers. This arrangement benefits not only uring and after the show.
‘ :nrzenian-Slandard I?lll also forelgn distributors OBVIOUS ADVANTAGES OF SELLING TO
‘ d other §.S. supplters. o THE US.-FOR-EXPORT MARKET Selling to
. The United Nations buys.Not all United Nations export buyers locatéd in the United States—who
i agencies purchase merchandise, but the United .  Want your product—has three main advaptagcs
1&%{1;2?:3}2‘;”:;3%2’:5;‘3:2;&Ng?bzg; 1. You can sell !ci"thczsftzf customers: usually at the
et terms you normally offer your present customers
550 million. The UNDP prefers to have the p
, * manufacturer handle the foréign shipment. But ;\:}O:;r:ﬁy-g;z&us.wlyl?lécr:fg:nb:oﬁ::g fl:]or:davna:z-.
fof smallei manufacturers who lack exportingex- o 0 oS pantk )
perience the UNDP will organize the shipping , . - '
and pay the manufacturcr in dollars from a New 2. _You 11 be gble to ship your firoducts to a location
" York bank. in the United States. This frees you from special
documentations normally associated with export
Example: The Food and Agncxdn;ral 0’8‘1’"2‘1‘ _shipments. The export buyer arranges for the exp-
tion (FAO), a UN agency, sponsored a fish proces- ort of your product. - R
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and perseverance, then your chances of success will
be excellent. On the other hand, don't approach this
market unless you are ocrtam yqu can deliver to new
customers. New customers anywhere, domestic or
cxport, will not place repeat orders if you have
problems in either product quality, productxon, or

meeting delivery schedules. And you might not get.

the first or “trial” order if export buyers ense any of

+ " these problems. e

ES

NOTE WELL U.S. éxport bwycrs db notfcare if
suppliers are minority-owned or. not. However, if the
supphcr is new, or small, then these buyers may
oo ’ oo

. ) ) \

f
equate ncwhcss or smallness with pownnal supphcr
problems. The main “question in the buyer’s mind,
whcthcr located 10 the nited States or abroad, is

. ‘“can the supphcr deliver—on ume?”

AFBEY'LL BE LOOKING FOR YOU. Most U.S.-
for-export buyers have purchasing needs that can
only be safisfied by seeking out U.S.supphers. Thus,
you may be contacted by one of them. However, the
chances of -getting busifiess will be increased
signiticantly if you mount 2 modest markeunyg effort
to ‘try~to reach them. This wolume descnbes each
segment in detail, descnibes how buyers purchase, i
anfi gives ups on tapping each market segment.
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’

"+ LARGE CORPORATIONS PURCHASE BILLIONS OF DOLLARS
2*" WORTH OF U.S.-MADE GOODS FOR USE

-

U.S. LOMPANIES WITH POREIGN
.OPERATIORS MAY NEED YOUR GOODS FOR
THEIR FOREIGN PLANTS OR
CUSTOMERS. chapter describes an important
_segment of the U S.-Tor-export market—largc corp-
“oratidns, the General Motors, the Caterpillars, the
+ DuPonts, the ITT’s. Your firm may already number
these companies among your present customets. If
%, you may even be Supplymg your products to thcu'
overseas facilities.

Example: A Cleveland-based firm. make: molded
rubber prodicts. General Motors is one of their best
cusiggners. GM headquarters has placed orders with

!g: Jor products which will be needed in some of .
GM’s faretgn plants. The Cleveland firm dpesn’t
need ari export depdriment af this time. It ships the

<

"~ products fo a U.S. location, invoices General

Motors headquarters and gets paid in U.S. dollars
Jrom a U.S. bank. General l?otars handles aII the
export details.

. Like GM," some 3,500 U.S. companies havc
established subsidiaries in foreign countries. In fact,
over 25,000 such facilities (called plants, factories,
subsidiaries, foreign branches, etc.) now exist. They
require a large volumé of U.S.-made, goods. It's
estimated’ that one, of every four shipments®of
manufactured goods exporteq from the United States *
goestoafomg;nﬁrmpanly or entirely owned by a
'U.S. corporation. These fomgn affihates may need.

1. U.S.-made machinery or other oqmpmcm tomthke

or test their own products

"3 Us. components- to incorporate into (hcu- ‘own’
finished product.

3. US. raw materials for use in their factones.

4, U.S-made finished products to sell along with
their own products to round out their line.

" While some products required by the foreign
affiliates may be prodnced by - U.S. division or
subsidiary

will also be major suppliers like the firm mentioned
above-And it’s pot unusual for the foreign subsidiary,

-+ . BY THEIR FOREIGN,_AI"'FILIAT_ES

of the parent corporation, other U.S, firms '

1

fo need goods that are not used in the U.§. operations
of the parent corporation. In most cases, the foreign
subsidiary will ask its US! parent company to buy
the product and arrange for shipment.

This market segment 15 a potentially lucratiye one

thxs

1 It sa large export market segmedt Purchasing
executives in these large corporaupns buy annual-
ly*$15 billion of U.S. manufactured goods. And

normally these large corpogations handle all the -

. export details.

2 Most large corporations want to increase the
number of minority-owned vendors.

3. Thest large corporatiotis mayealready buy your ,
product, but only for the domestic srdc-of ther. -
huge operations. If they are your customer
alréady, seiling them for thcxr fomgn needs may

be easy.
PLRCHASING HABITS VARY FROM FIRM TO
FIRM. Lpfonunawly no purchasing pattern exists.

Every company seems to have evohed its own
methods of purchasing U.S. goods.to meet the

requirements of its foreign affiliates, Here are three of *

the more prevalent methods:

1 In some corporations, the needs of foreign plants
~may be handled by a product purchasing specialist
who buy} for the U.S. plantg as well. If you are
presently sclling to a corporation whose
purchasing is prgamzed in a Ssimilar ‘manner,
chances are you're already supply#ig goods for
foreign plants.

2. At others, awseparate international buying group

“located within .the headquartefs purchasifg
department has the sole responsibility to buy for
the foreign plants. Successful selling depends upon
reaching the international buyer whose office may
be across the aisle from the domestic buyer. °

3. In some cases, purclasing requirements for
foreign subsidiaries are handled b) a separate
buying group sithia the .ompan) s mu:mauonal

for minomty-ownéd Tompanies. Some reasons. for
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opcrauons In ’(b:s case, the buyer may even be
located ina dlffcrcnt city from the domestic buyer.

Even if you prmntly sell to large corporations.
don't assume the “international” buyer will, know
about your company or your products.  ~

YOU DON'T NEED TO BE AN EXPORT
EXPERT. Remember, when you sell to a large corp-
oration buying for its own foreign affifiates.

1. Your goods are shipped to a locaion inthe U S ~

You don't fiave tb worry about special packrng. or
complicated papgrwork. The U.S. parent corp-

voration handles these details when it ships the

goods to its foreigh affiliate..

2. Youwon "t have to worry about reoemng payment
in foreign currency. And therg:s pracucally no nisk
of nonpayment, provided you mest their

‘requirements * .
SELLING THEM REQUIRES DIGGING. The
large corporations which have been asked to
purchase for their for¢ign affiliates naturally do not
wait for vendors to contact them. If 1it’s a product
that's been purchased before, the corporation refiews
its vendor hsts. If it's for a product not previously
Jbought. the purchasing executive uses a vanety of
“methods to idenufy potential supphiers. Thus, there's
a chance you may be contacted by the large corp-
orations based on théir research.

However, chances for getting this “export™
business will be improved if you take action yourself
Conttact them. Doa’t wait for them to contact you
_Here are some suggestions on kow to do this.

YOUR PRESENT CUSTOMERS MAY NEED
YOUR PRODUCTS FOR. THEIR FOREIGN
AFFILIATES. Ask your large corporate customers
what, théir international requifements are. Find out
how they buy for their forejgll affiliates.

7 .

1. List your customers youBelieve are likely to have
international operations. Don’t overlook
customérs that are divisions or subsidianes of

“{EPC corporations. Some may appear to be “*smal-
irms, but in reality are part of industrial giants.

.+ 2. Either telephoffe or write to the individual {or
" department head) who normally places orders for
your products. Ask if they handle foreign
" requirements for your product. If not, ask for the
.« proper “department and address. (Don’t be
surprised if some’ are uncertain—domestic
purchasing  agents aren’t always familiar with
international needs.) .
————— .
'Purchasing executivgs rely heavily on product directories
(Buyers Guides) to identify potential supphers. For infor-
mation aboat directories and how to gét hsted, see Chaptct
XIIL > ) .

A

3. Wnte or telephone the appropnate individual.

Find out the international requirements for pro--

ducts such as yours, how they're purchased. and
what procedures tQ follow as a potcnual’suppf:cr
Be sure to mention that you presently sell to their
LS facihities.

4. Develop ybur sales plan’ <+ ¢

1

SOLRCES TO IDENTIFY FIRMS WITH
INTERNATIONAL AFFILIATES

You'll find several references to help you 1dentify
large international firms. Most can be found in a
good business hibrary

V' Fortuné Double 500 Digectory hsls the top 1.000
US manufactuning firms—pracucally all injer-
- national 1n scope—ranked by sales The directon

includes a separate wdustry and product index ~

Available (84) from Fortune *agazine. Room
1828. Time Life Building, New York. N Y 10020

)

Director of Amencan Firms Operating in Foreign
Eouniries Idenufies those U'S firms which have
foreagn ‘affihates. Avalable from Wodd Trade
Academy Press, 1 West 39th Street. New York,
NY. 10018,

.3 Standard U'S business directones such as Moods's

Index, Fhomas Register, Standard and Poor s, and

Dun and Bradsireet s Milon Dollar Directory °

¢ Most of these dxreclr&t:s identify the focation of
the firm’s headqua and the address of the
vanious manufactuning divisians.

TIPS ON SELLING LARGE
- CORPORTATIONS

-~ ¢ [y
Many large corporations are doing their best to
locate potential minonty-owned suppliers. Here's

" how 10 make their job casser.
¢ ;

E -

1. Register your company and products with the
National Minonty Purchasing Council. A com-
puter bank of qualified minonty-owned firms has

/becn established. For information, contact

‘ational Minonty Purchasing Counait, 1925 K

Street, N.W., Washington, D.C., Telephone (202)
466-7071.

2. Wnte ‘to the Small Bustness Administration (SBA)

about having your cofpany’s qualifications listed -

. in their computer-based file. Contact: Office of
Minomy Small Business Affairs, Small Busingss
Administration, Washington, D.C. 20416.
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GETTING NEW CUSTOMERS. Otherarge inter-

national corporations may not be your customers,
but may be buying products similar to yours for their
foreign affiliates. Here are some steps you might
follow to “tap” this potential:

* 1. Make a list of corporations likely tQ need your
product. Remember, only 3,500 firms have foreign
affiliates. The box above describes sources to help
identify these firms.

2._Write the headgquarters of these corporations for
“ information about their international require-
ments for products similar to what you make, and
how they're purchased. Since all these corpora-
tions will be large, you may want to address the
letter to the attention of the Purchasing Depart-
ment, but send copies to others within the cor-
porattioh{ For example: the president and the
minority business coordinator: :

3. Remember, the more knowledgable you are about
the operations of the potential customer, the more
likely the chance of a succgssful sale. Ope source
thatmnamstyoumlmmga e cor-
porations is their annual repart. Most compams
write about thcu;fomgn operations in the annual
report. You can get it by writing to the company's
public relations departmgnt. | -

4.. Develop your sales ﬁ@_/

TO SUM UP: A LARGEMARKET POTENTIAL
WITHOUT NORMAL EXPORT HEAD-
ACHES. Large U.S. corporations who purchase
U.S.-made goods for their foreign affiliates represent
a potentially large *‘export” market for U.S.
manufacturers. Vendors normally don’t have to
worry about expért paperwork or complicated ship-
ments. Payment terms are.no dafferent from your best
gustomers. Successful sales, however, depend upon
reaching the appropriate buyer. executive may

not be the same one purchasing goods for the com- .

pany's U.S. facilities. And remember, even if the
company doesn’t need your product far dts U.S.
facilities,a forc.ign affiliste mighfneed it.

*

¢ -

.

.
i
. ’
”

.

TELEPHONE CALLSTO PURCHASII\IG
DEPARTMENTS?,"

A telephone call may not be the best way to find out
information. Purchasing executives are usually busy
4nd frequcndy unwilling to answer casual telephone
mqumw In all probability, they'll say “Wnite us a
Jetter.”

L}

N .

TIPS ON WRITING TO LARGE
CORPORATIONS

I ft s not esscnual to have the name of a spemﬁc in-
dividual within the corporauon. Letters can be
directsd to the attention ‘of a parucular depart-
ment, or a particular title. For example.
Atlention—Purchasing Depattment or
Attenuon—Vice President, Purchasing.

. Since these companies are large, with many, dif-.
ferent departments, divisions, and subsidiaries,
don't hesitate to send copies of your letter to
several departments within the corporation.

. Briefly describe your products. Ask whether the

company has need for these products in their
" foreign- affiliates and if so, how they are
purchased.

4. State that you are a minority-owned campany
(You might want to s2nd a copy of your letter to
the firm's mnorlty business coordinator, Most
large firms have ofie.)

5. List some of your prcscm customers. (This is im-
.portant!) .

~
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“PIGGYBACKING”

)

CHAPTER III

WHEN ANOTHER MANLFACI'LRER EXPORTS
YOUR PRODUCT FOR YOU

This chap r will be helpful to manufactorers of virtually any type of

N

MANUFACTURERS MAY WANT TO EXPORT

YOUR PRODU
manufacturers {(a
export their own p
made by other U.$. firms.

i. Thc"cxponer may need additional products 1n
order to sell a “package™ in foreign markets.

« An estipated 10,000 exporting

Example: The Kewanee Boiler, Inc., makes an- in-
dustrial steam and water boiler. Users also require
pumps and valves. In the United Siates, the
customer normally purchases these accessories
separately; however. in many foreign markets’
customers want 10 buy the boiler, the pumps. and
otker accessories from one source’ It's easier for
them 1) do ihis. Therefore, Kewanee's export
department purchases U.S -made pumps and valves
10 sansfy their foreign customers’ needs Jor “one-
stop” shopping.

L4 P
2. Foreign customers may have asked the exporier tow
obtain specific mcrchand:sc not available in thc:r
markets.

Example=Ets. Diab, a large Lebanese distributor
of building products, couldn't find a certain brand of
relay switches in the Lebanese marketplace. They
asked the export department of Westinghouse
Electric, one of their U.S. principals, 1o purchase
this product for them.'

3. Some U.S.. exporters want to sell addmonal
produgts in foreign markets to increast their total
€xport sales. In some cases, U.S. exporters will ask
the manufacturer to make a lmc with the ex-
porter's brand name. :

. [
Exaarple: The expon diﬁsion of smerican Stand.
ard, Inc., a leading manufacturer of plumbing fix-
tures, kas a well-established network of agents and
distributors in world markets. American Standard

. Jound they could sell related products made by .
Jfirms through this same expart distribution ]

- . x\ *

. . 12

industrial or consumer product. -

for liutle additional expense Thus. they sought out
complementary products 1o add lo their own hnf

ut one-third of the total) not only ) .
ucts, but also sell selected ite s noted in the first two examples, exporters may

deal with other manufacturers on an order-to-order
basis. But sometumes as the third example describes,
the export _effort may be ongoing, and even for-
malized by'ah agreement between the exporter and

.the manufacuﬁtr This is called “piggybacking.”

LIMITED ‘POTENTIAL FOR MINORITY-
OWNED MANUFACTURERS. This market seg-
ment 15 not nearly as large as the one discussed in the
previous chapter. Nor 1s 1t as easy 10 tap. -But it does
offer two kinds oopportumues. First 1s the pos-
sibility. of selling {0 an exporung manufacturer on an
order‘to-order basis, Secondly. the manufactures
may be milhing to add your products to his regular ex-

) port hine. In eithes case, your goods wili be shipped to

a U.S. locgtion. Payment terms will be similar to
domestic terms.

SELLING ON AN "ORDER-TO-ORDER
BASIS. Exporting manufacturers buying another
firm's products on an order-to-order basis have vary-
mg purchasing patterns.

1. In some firms, usually the !as%cr ones, the
purchasing executive will be part of the export
department. (And the domestic pufchasing
department may not be aware of thc export
department's needs.)

. In other firms, the export department relies on the
domestic purchasing department. - (

[

Naturally, the manufacturer will be looking for
suppliers. It's ¢ssential, then, that your .product be
listed "in”_appropriate supplier directories. (See
Chapter XIII for a discussion on directones and how
to get listed,) But the interested minoptf -owned firm

may want 10 contact a sglegt nungber of these ex-

~ porung manufactrers, who pxgg)back for other

companies. -

.
>
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qu; are some suggsuons to fellow up on the
potenitial opportunity of obtaining occasional orders
from existing exporters! .

1. Contact. by telephone or mail. the export depart-
ment of your present customers. If telephoning.
ask the switchboard for the export manager. if
wnung address yodr letter “"Attenuon—Export
Manager.” (Note. you may find that customers
who are large firms may have a centralized export

-\division which handles exports for many
divisions.) .

2. Find out 1f your product is needed. If 50, ask how ’

best to proceed.
3. Dc'»clop your sales plan'

OPPORTUNITIES FOR PIGGYBACKING. An
exporurig manufacturer might be interested 1n
piggybacking another firm’s products for two
reasons. First, exports to existing markets can be 1n-
creased at little addiional expense. And relationships
with foreign customers can be sohdified by sausfying
theig requests foreadditional products Secondly. 1n
new foreigp markets. pojennial customers may be
easier to tiract with a)‘x%:rr:: complete hne.

There are potenual disadvantages to the manufac-
turer whost products are piggybacked. Your
products are’ subordinate to the piggybackes’'s own
product line. Thus, they may not be promoted as
aggressively. The exporting manufacturer may feel
greater loyalty 1o his own wares—and he may be un-
der greater pressure from his management to expont
his ewn products.

The decision to piggyback normally 1s made by the
expor} sales’ managtr. In most cases. he deterntines
the products’ needed and he seeks out’ potential sup-
pliers. In some cases, a manufacturer may approach
the exporter hoping to convince the exporter to
piggyback his product.

*

.

AT WHAT PRICE DO .YOU SELL? Most ex-

porting manufacturers who are serious about
piggybacking will ask for an extra discount beyond

_your best distnbutor pnice. This may” be justified if

the exporter plans to heavily promote your products
tfomgn markets, Other exporters will ask only for
ur dlstnbutor price. Normally, your domestic pay-
ment terms will be acceptable, but some piggybackers
may ask for additional time to pay, because their
foreign customers have delayed paying them.

: »
SALES ARRANGEMENTS. The exporter may re-
quest ‘2 formal contract. Some, however, will only

"want a letter of understanding. A few may not wsh to

be tied down by any formal arrangement, but you
should demand a letter of understanding as a
minimum.

The following section gives suggestions @ how to
approdch a piggybacker, and what to do if he ap-

proaches you about piggybacking.

- should have this publicauon .

FINDING A -PIGGYBACKER WON'T BE
EASY, Many manufacturers only want to export
their own products. Others who offer 1o piggyback
may not be wilbng to premote ,your products as
aggressively as theirr own

- Limit your search to your own industry. and
remember the pnme requirement of piggybacking
the exporting manufacturer must have a well-
established fpreign sales network in which your
product fits °

2 Contact $our industry’s trade associatiens, Their

executives will know firms active in export. and
can suggest potential piggybackers.

3 Contact trade magazines 1n your industry * Their
edstors are knowledgeable and may help you seléct
" the best firms to approach.

4 Contact the nearest distnct pffice of the U'S
Department of Commerce Check your local
_telephone direciory for the number Ask for the
. director, who may be able to give you leads. or at
least suggest addiuonal sources (A hsung of of-
fices appears on page mside back cover.

Note well Companies interested .in finding an ex-
porter to "‘piggyback”™ their products should also
consider using an Export Management Company
(EMC) This arrangement i1s covered in detail 1n
PART THREE of this Handbook. " '

CONTACTING PIGGYBACKERS After

developing your list, wnite a letter A sample is given

in the box on page 16. The fo]lowmg points are 1mp-
ortant.

A descnpuon of your praduct hine. *

A partial listing &' your customers

Some cndcnoc.of_)qur rehability as a supplier.
Description of how you self 1a the United States

J&.bJrJ'—

WHEN YOU MEET FACE TO FACE. lf the
potential piggybacker manufacturer 1s interestéd, his
export manager most hkely will ¥rite or teléphone
suggesting a meeting. At this meeting, he will want to
know more about your company. products com-
petitors. customers. availabihty of promotional
matenal, and pncing. You should be interested 1n 1n-
formation about’

1. What products the firm now exports.

The Encyclopedig of Asscaations. published by Gale
Research Company, Book Tower. Detroit, Mish 48226
Lists associalions for each industry A good buSsgcss library

»

‘Business Magazines Rate & Data hists 4,004 trade pubhica-
tons covenng |32 industry categonies It's pubhished by
Standard Rate and Data Semvice, Inc.. 5201 Oid Orchard
Road. Skoke. Il 60076. Most business Libranes carry this
publication.

21
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.. How your product will be promoted—in par-

ticular, who will handle your product, how often
does he travel abroag, etc.

. Type \of dismbuslon used 1n 'major\\forclgn

markets.

. Export pricing policies.
. Identification of other firms bcmg piggybacked.

(Check with these firms to find out if they are hap-
py with the arrangement.) N

Estimated amount of export sales for your
product. .

Be sure 10 find out if he covers Canada and Puerto
Rxco potentially important markets but ones that
some manufacturcrs consrdcr domestic markets.

SHOULD YOU HAVE A CONTRACT? If there's

a mutual interest, you shoyld
of understanding. The 1m

|

insist at least on a letter
rtant points to civer

. Countries covered by-the exporung manufacturer

Set the time of the agreement. Don't get stuck with
an arrangement which would hinder your ability

to establish your own export effort, or which you
couldn’t change 1f dissatisfied with the exporter’s
performance,

7

[

.

. CHeck over the pricing structure Consider an ex-

tra discount if the manufacturer agrees to promote
your product, or if you behieve a lower price would

" result 1n addwional sales volume for your product

! N -
Ask for eflusivity. You won't wantthe exporting
manufacturer to handle your competitor’s
product. ;

)
. Countries covered. Be' certain to find out what

countnes the piggyback covers In large corpora-
tions. foreign fagtories may have been established
1n several foreigcountries, and the export depart-
ment 15 not permitted to sell im those countnes If
this is s0, you'll want to either,sell yourself in these
markets, or try to find another piggybacker

TO.SUM UP PROFITABLE BUSINESS CAN
RESULT The manufacturer willing to spend time in
idenuifying potenual piggybackers. and m following
. up with a select number, can get additiona} sales.
Again, no special export expertise will be needed But

remember. your products may play

‘'second fiddle”

1o the exporter’s own products Another alternative |
to consider 1s using an Export Management Firm, a
possibality so important that we have discussed 1t 1n a
sepagate section of PART THREE

r
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. ' YOUR COMPANY, INC." - L
, 113 MAIN STREET .
HOMETOWN. VIRGINIA 22101

- 703/821-1860 -~
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(THIS IS A SAMPLE OF A LETTER THAT COULD BE SENT TO A “PIGGYBACKER") -
- ) ' ' "- . . - .

-

-

4

ABC Manufacturing Company i <

333 Main Street, s _ 3 :
Hometowm, Virginda 2210] USA : - oo,
Gentlemen: _5 _ ' . /

We are seeking a firm such as yours to “piggyback” our line of laboratory sé%1e§

in export markets. Your name was suggested by (name source). Enclosed is litera-
ture describing our scales which may complement your line of laboratory glassware.
In the United States we use manufacturer's representatives to sell to scientific
instrument supply houses and directly to large users ih the chemical process
industry. Our customers include such large companigs as (hame them). We deal

with over (name number) supply houses throughout the United States. Our annual
sales have grown to $XXX,000 in the 10 years we have been in business. s

Our_product lipe might fit well into your existing export distribution channels.
If you are interested, we would be pleased to meet with representatives of your

firm to discuss the possibility of export sales. Don't hesitate to tefephone if
~ | you would like additional details.’ * ' ' ‘
. _ p .

.

h
e

. -§incere1y,‘ )

t 3 S

[ ]

: . Nelson T. Joyner, Jr.
‘ President '
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S . ' CHAPTER IV -

SELLING TO LARGE FIRMS WHO DESIGN AND BUILD FOREIGN
' ~_ FACILITIES '

.

This chapter will be bjelpful to manufacturers and distributors of
industrial produets,

v

ANOTHER BILLION‘ DOLLAR U.S.-FOR EX-
jORT MARKET SEGMENT,, This ¢hapter discus-
ses the huge purchase. of U.S. equipment by firms
- such as Fluog Corporation;_ Bechtel, Inc.; Kaiser
ngineets; the Lummus Cornpany for plants and
other facilities which they build 1o foreign countries.’
Sofme of these firms also have the capacity t6.design
as well as build.? These firms “(which we call
designer/builders) have z “turn-key™ capabihity: This
means they could sell and deliver a mdy-to-operate
plant. Their customers need only to “turn the key” to
start up operations.
Sometimes the owners of the pro;ected installation
will buy all the material needed for the installation.
"But miore frequently the dtsigner, builder. will

purchas;. arrange for shipping to the project site and

then build the installation. Such firms purchase over
$2 billion in U.S.-made-goods for us¢ in multi-million
.dollar projects , under construction in forengn
countries. And there are probably no more than 7

“ firms which account for most of the business. Th
-foreign projects représent about 20% of the US.

dmgncr/buxldcrs total work. The box on_ page 73
-+ lists typical projects undertaken by dmgncr/bulldcrs
£

In thls chapter, wg:also discuss a specialized seg-
. ment of this miarket: companies which prcfabncatc
‘homes and other buildings. A growing mimb;r of
*  these firms have been getting orders from foreign

"f‘wo types of firms make yp the segment. Fxmrgcn
contractors—typicafly large organizations , bflilding
hospitals, schools, offices, etc. and projects such as ports, .

. Toads, and dams.*Second, constructors who build plants:
steel mills, oil refineries, textile mills, etc.

Some firms known as Amhxm and Engineering (A&E)
firms function only as designers of buildings and projects.
They're not involved in the constructionphase and hence

don’t pu But they are jmportant because they specify
what will be purchased, somwmcs by btand-namc.

i

.

customers, in particular those from the oil-nich Mid-
dle East. These firms purchase g large volume of
C.S.-made prodycts for their prefzbnicated homes.

HOW DESIGNERyBUILDERS PUR-
CHASE Purchasing 15 a vital part of the project:

I Frequcnzly. a designer 'builder works on a fixed
price basis Thus, the cost of purchased matenals
is important. .

. Delivery schedules are criucal. If a suppher fails to

+2

keep to his promised shippmg schedule, this can -

caus¢ delays 1n the project’s completion. The

_/

~

-

dwgncr ‘builder’s customer oftcn 1nvokes a con-

tract * penalty clause if the project 1s not com-
pleted by a specific date. Thus, the
dmgncr, builder’s procurcmcnf \execulives. exe
.pedite shipment.

3. Careful attention is given to matenal spectfica-
tions. Designer/builder firms (and owners) cannot
tolerate product faslures n these projects. Product
religbility fs vital.

DESIGNER/BU!LDER_S~MAY NOT ALWAYS
BUY IN THE U.S. If a U.S. designer/builder gets a
contract to build a project abroad, he may not
purchase U.S.-made equipment. First,” the owner’¢

wishes must be considered. A German oil company, °

tontracting with & U.S. designer/builder for a new
refinery, may insist on German products wherever
possible. Secondly, the wishes of those involved in
financing (particularly if 1t's government financing;

may be critical. The Japanese government mightloan -

' money to a foreign steel manufacturer provided that
the proceeds of the loan are used to buy Japanese
equipment.’ )

‘The Export-Import Bank of lhc U.S. s an agency of the
U.S. government which olakes or guaraniees joans to
fomgn firms for the purchase of U.S. equipment.

16 2% ' _ v
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Type Projett -

Owner
. Tehran | . Ajovernment
_ International Airport P
Il‘an - , . - T -
, LNG Facility/Ammonia ,  Sonatrach
Plant | - . .
Algeria | - .
Housing/Medical "Government *
Facﬂlch—Saudl’ :
Arabxa :
PVC Plant Diamond
4 "Canada . Shamrock
Railroad (expansion) Government
N Sunnam i ?ans e .

Contractor for the client.
3

S

TYPICAL FOREIGN PROJECTS AWARDED TO L.S. DESIGI;‘JER/BL'ILDER FIRMS

: ) . Estimated,

U.S. Deszgner/ Builder. Vafue
Tlppctts-Abbett-McCanhy- € 1- billion
S{ralton Pl e . v
Pullman-KcHogg,' ., $ - 1.3 billign.
Blount Bros. . - : $126° million

) ] .. : o
'C.F. Braun & Co. ' $ 50 million
Morrison-K nudsen

5 60 - mmic}n _

"NOTE. Thus firm functions as the Architect a.qd Engmecr It designs the pro;ect and supervises the, GcneraX

.

S ]

‘ ‘e

And finally, the wishes of the dmgner ‘builder may

"2 becritical. As sophisticated purchasers, the firm may

" . ‘“shop™ several countries to find the best qualxty at
the best price. -

PURCHASING PATTERNS VARY. Purcha;mng
patterns vary from firm w firm, and from project to

. projest. .

L In same dmgncr/buxlder firms purchase of .

~ specific=products—is-the--tespeasibility—ef-a.—
| . ., . specialist buyer, whether the prodycts aredestined
) for a foreign project or one being buz!t in¢be U.S.

. In other designer/builder firms, a buyer may
purchase only for foreign projects. This buyer may
be located in the same office—even across the aisle

. from his domestic countcrpart—or he might be

- thousands .of miles away in another office..

3. And sometim purchasing responsibility may
~  change from p

+ be located in the U.S. or ovefs&s

. NOTE WELL. All dmgner/bmlder firms keep ex-
tensive supplier (vendor) files. Through the years,
lists of approved suppliers have been developed for
their “acceptable™ bidder lists, These suppliers will
usually be asked to submit bids when the
designer/builder firm is awarded a contract to build a
facility abroad:* As one execume of Lummus puts 1t,

. . ‘Sometimes, the material speclﬁmons dévelaped by the

. designer of the project are so “tight” that the matenal 1o be
used is specified by brand name, It's important for poten-
tial.suppliers to “sell” the designers as welll -

ject to project. The buyer might _

’
L]

< oL
“We give those on our bid List ehough information on

the equipment required so they can send us a respon-
sive bid, not only on price but on delivery as well.”

The very large designer/builders rarely need supplier
directories. They are aware of potential suppliers
anywhere 1n the world for the _components and
machinery they will need for the foreigg projects. In
addition, as one executive says, “We classify all sup-
pliers on their rcsponswcn&ss to dehvcry, price, and

_product quahty /

TAKING ADVANTAGE OF THIS
MARKET. You don’t need to-be an export expert.
Normally you ship to a U.S. location, and payment
terms are similar to the terms of your industry. Some
.U.S. designer/builders are trying to give more
business to minority-owned firms. But not quite to
the extent that you'll find among the large manufac-
. turers discuissed in Chapter Il

. HOW TO SELL THE MARKET. Make sure.thé

important designer,/builders know about your

* products, Try to get on their approved supplier list

Sccondl), once you are on their list, an additional

sclhng campaign ma) be appropnatc on specxﬁc
projects. ' ’

GETTING ON TH
LIST., Designer/builders constantly fook for
quahﬁed supphers may know you already If
so, provided you've prowgn to be reliable, they
probabl) now notify you about all their projects,
foreign and doniestic. .

”

R APPROVED SUPPLIER .

L d
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I you're not on their list as yct here are some steps
to follow;

| Developa list of the leading designer/builders. It's
not hard; remember, there are no more than 60
doing most of the international business. The box
on page 21 identifies the important ones.

Contact these firms. A letter will ‘be the best ap-
proach. Be .specific about your product, your ex-
- perience in ddllng with designer/builder firms,
and your company’s capabilities. (See the bo‘xoa
page 22 for‘a sample letter to 2 designer, builder
firm.) ’ -

’ ‘ - N A
- THE TOP o
DESIGNER/BUILDERS:

'HOW TO FIND THEM

e

About 60 firms design and/or build the hon's share
of foreign projécts awarded  U.S. firms. Another
100, who only design facilities. get.- most of that
business. Here are some sources to ndenufy these
firms:

1. The National Constructor’s Association (NCA),
the major association of buildef firms. Forty-eight
of the Iargcsl are members. Their membership
directory is available for the asking. NCA's ad-
dress? 1101 15th Street, N.W., S’u\ne 1000,

- Washmgwp D.C. 20005. ‘

» Engmeertng News-Record a weekly McGram;

" publication, annually surveys U.S.
designerjbuifder firms. Those who have inter-
national work are intluded in either the ENR 500
Design Firms or the ENR 400 Largest Construction
Contractors. They're available for $1 each from
the Reprint Department, Engineering News.

. Record, P.O. Box. 692, Highstown, N.J. 08520.

3. American Consulung Engineers Counal (ACEC),
the jor assogiation of designer firms. One
hundreg of the largest are members of the associa-
tion’s international division. Their international
engineening directory {about $10) hsts firms, type
work, past projects, and principal executives.
ACEC’s address: 1155 15th Street, N.W.,
Washington, D C.2

.4. “Associated G,encral Contractors of America
(AGC}, an association of firms that build roads,
dams, bridges, etc. A speciat-international direc-
tory (aboul Q‘IS) lists 24 of the largest general con-
struction firms and includes a description of their

* activities. AGC’s addressr 1957 E Street, N w.,
Washmgton, D.C. 20006.

s .

3. If ,the designer builders are interested in’ your
products, prepare for a personal vist from their
executives. An executive of Lummus says, “We
visit alf firms we seriously consier as approved
suppliers. We want to evaluate their proapucuon
faciliues. and their labor force. We want to be
positive they.can bulld the equlpment we need and

- deliver it on ume.’

4 Develop your sales .planner!

FINDING OUT ABOUT FORElG\ PROJ-
ECTS Once you're an approved supplier for
designer /'builders. you'll gel requests from them to
furnish bids on use of\our products; when necessary.
in foreign projects However. if you want to boost

"*;your chances-in getting business from thent, you may
#{4 ssant to consider gome market research of your own.

It's parucularly mmportant if yours 1s a unique

product, not hke¥_ to be rcadlh spectfied n the ~

design phase. Here, sre some Sleps to follow:

1 Develop an intelligegce system to idenufy pm)ect.s
and the designer, b@ilder firm awarded the con-
tract. See the box @g page 32 for a listing of
sources which could Qe useful 1n setung up this
S)'Stem . K R

« I 4

Develop 2 follow- -up program with specific

desngner,bualder firms who have been awarded

contracts for the specific projects. In some cases,
they may not need help in specifying your product.

In other cases, it may be necessary to sell-them on

youf produet’s advantages.

tJ

-~ i

THE IMPORTANCE OF HIRMS THAT ONLY
DESIGN. Some 80 largef U.S.
engineering firms are retal
design a wide range of faciljies. These firms specify
what material will be n for the construction
phase of the projecty, Sofetimes the material 1s
specified by brand nam us, if 2 U.S. fifm wants
1o Bavesg chance of supplyigg their products for such
a praject, selling must start rly. A&E firms main-
tain extensive ptoduct and suphJier files. It won't hurt
fer firms who want' busin
literature In some cases, the supp
provide application assistance and cost estimates to
A&E firms working on specific projects.

*

by -foreign clients to

A DIFFERENT KIND OF DESIGN-

ER/BUILDER FIRM. In recent years, about
20.firms: that specialize in building pre-fabricated
homes have been successfully winning forelgn
business, particularly 1n the Middle East, For exam-
ple, Starrett Housing International, a New York
firmy, completed a *“‘turn-key”™ project of 6,000 hous-
ing units in Iran. A South Carolina pre-fabricated
home builder won a $90 meIlon contract for
buildings in Saudi Arabla

18-26 ' \
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Selling to the prefab builders is much like selling to
a designer fpuilder. Prefab builders work from ap-
proved supplier 11318, It's tough to break in, but it can
be done. If you're already on their approved supplier
list, youx product may already be going overseas. If
you re not on their list, here are some suggestions
* that may be helpful u; becoming an approved sup-
plier.

1. Obtain a listing of prefabricated home builders in-
terested in foreign markets. The box on page 24
lists those ﬁr_ms inter in foreign business as of

"+ 1976, To update this list, contact the National As*

sociation of Building. Manufacturers, 1619 Mas-,
sachusetts Avenue, N.W., Washmgton, D.C.

20036. Their mcmbershlp dnrectory is available at
a nominal cost. -

2. Contact these firms. Descnbe your products and
yolr company. Express an interest in becoming an
approved supplier. .

3. Follow-up with those prefabricated”builders ex-
pressing an interest in your produicts.

* 4. Develop your sales plan!’

WHO'S GE’ITING THE BUSQIESS” I’s not easy
' to uncover those dwgn_cr, builders who are awarded
contracts for foreign projects. However, with some
effort, you should be able to develop an mlclhgcncx
¥ system. Weshave listed some sources that may prove
helpful: .

‘It’s beyond the scope of this handbook to ga mto speaific
details on developing a sales plan. It should cover, though,
your strengths_ant weaknesses, your sales targets (ex-
pressed in measurable terms), and the speafic steps you will
undcrt,ake to reach tfiose targets.

1. The construction trade press. Magazines such as
Engineering News-Record, The Constructor,
Construction Equipment and Methods follow this
field. Issues of their magazines identify contract
awards.

3.,The trade press for particular.industries.
Magazines directed toward troleum in-
dustty, the chemical process industry, the textie
industry, etc.,
designer/builders.

3. Announcement$ of foreign projectd which receive
loans from the Export-Import Bank of the U.S.
These announcements frequently 1dentify the U.S.

designer/builders involved with the particular

project. All announcements identify the foreign
borrower. To be placed on a free mailing listare-
quest an apyllgtlon from: Public Affairs Office,
Export-Import Bank of the United Stafes, 811
rmont Avenue, N.W., Washington, D.C.
20511. Renfember, if the forcign owner gets a loap
from Ex-Im, he’ll have to purchasc U.S. equip-
ment. 4

v

TO SUM UP A LA‘RGE Bu'l' DIFFICULT.

MARKET, Even though designer, builders (and pre-
. fabricated home builders) purchase a substantial
amoynt of U.S.-made goods for overseas, projects,
busifiess is not easy to obtain. Only approved sup-
pliers receive drders. But profitable business is possi-
ble for firms willing to devote time and effort in
becoming an approved supplier. And advantages‘ex-
1st when these designer,builders ‘‘export” your

" products. You wor"t have to worry about export

shipping and payment details. Selling them will be
just like selling your customers in the U.S.

.

. » \

also identify. awards to .

Kee
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" THESEFIRKS DESIGN AND BUILD MULTI-ILLION DOLLAR FACILITIES IN FOREIGN COUKTRIES

Guy F. Atkinson Company Foster Wheeler Energy Corporation

4 ————— -

"

e e e eewe e—
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- 0. 8ox ‘593 ) 170 S. Orange Avenue
. (10 Wesgt Orange Avenue) Livingston, Kew Jersey 07039
: S. San Francisco, Calif. 94080 ) (201) 533-1100
i . (415) 761-0600 . y
. . . £ Jacobs Comstuctors, Inc. °
! The Austin Company . . 837 S. Fafr (aks Avenue .-
: . . 3650 Mayfield, Road N N Pasadena, Cal{f. 91105
o C%:\svd% Ohio 44121 : ' (213) 681-3281 .
N U Kaisér Engineers ’ '
= agg.gr A;e‘:ica, Inc. . .. O?OILausgﬁigrivew - -
- . roaday . - kland, . 9 *
, " Cambridge, Massachusetts 02142 . 4415) 271-2211
$ ) (617) 454-7000 ’ .
ie 1 . koppers Co., Inc.
$-- Hu&ouggatim . ) Engineer;nglgimstruction Division
~  Koppers Bu ng
' (50 Beale Street) - Pittsburgh, Pa. 15219 *
3 mS; 52123.66 um 94119 - . (4123 391-3300 .. -
: ' : C. E. Lummus Caapany
C. F. Braun & ny 1515 Broad Street
: . ’ 1000 South Freson . 8loomfield, New Jersey 07003
P ] Althasbra, Calif. 91803 . (201) 893-1515
Jd (213} 570-1000 rthee &
- . 7 ’ N . ur McKee & C@WW
3 * Catalytic, Inc. L . 6200 Cak Tree Blvd.
FRE 1500 Market Street ) Independence, Ohfo 44131 .
z, zggd&hg&h. 19102 L {216) 524-9300
N ‘ The Ralph M. Parsons Compary
- Cosbustion Engintering, Inc. < 100 West Walnut Street,
i 1000 Prospect Hi1l Road Pasadena, Calif. 91124
L Windsor, Conn. 06095 "(213) 440-2000 A
f . (203) ges-19M ' o J.F. PriteRIFd and Company N
. * Crawford & Russel} Incorpora.t.ed P + 4625 Roancke Pariway
. . 733 Canal Street . . Kansas City, mssouri 64112
‘ ?m-; % 065904 - (816) 531-9500 . -
i . - Pullmn kellogg Co.
Qavy Povergu.- Inc. . 3 Division of Pullmen, Inc.
P. G. Drawer 5000 -t v ¥300 Three Sreenmay Plaza €.
Lakeland, Floridd 33808 . Houston, Texas 77046
3 (813) 646-7100 . (713) 625-5600
_ Dravo Corp., Chesfcal Plants Division Research-Cottrell,_Inc.
] , ¥ One Olfver Plaza - . Box 750
- . Pittsburgh, Pa. 15222 Bound Brook, ueu Jersey 08805
. 3 A (£12) 566-3000 {201) 885-7000
' Drave Corp., Engineering Const. Div. Sam Willace Industrial Constructors, Inc.
. « ° One Olver Plana . 2102 Empire Central &
' : , * Pittsburgh, Pa. 15222 ° Dajlas, Texas 75235
.. o (412) 566-3000 ’ . {214) 357-4561 .
1 .-, Ehasco s.;gzs Incorporated . szgngm::‘ +Porter, Inc.
N N Ractor A . roa ~
- Bew, York. Mew York 10006 * " “Hew York, Kew Ycrt 10004
. (212) 785-2200 . (212) 344-55 . _—
, ;isgrs h;egr? tagl:e:stmcwrs, Inc. _° 309“7}:;:4"2“1” International, Inc. |
: . .0 tlantic . : venue .
: + - Los Angeles, Calif. 90022 . Hew York, Kew York 10022
! ; {213) 262-6111 : {212) 751-3100
’ . Ford, Bacop & Devis Const. Corp. . Stane § Vebster Engineering Cors.
(3901 Jackson Strutz e T (é4 * Sumer Street)
. Yoproe, Louisfana 7 291 . Boston, Mass. 02210
N . {318) 3232281 -, (617) 973-5111
o s ) ’ .- .
. »~ . .
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* 0 . . v
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YOUR COMPANY, INC.
T 111 MAIN STREET
- - HOMETOWN, VIRGINIA 22101,
‘ 703/821-1860

] L
S~
*

. . (THISIS A SAM!.’LE OF A LETTER THAT COULD BE SENT TO A DESIGNER/BUILDER)

>

/ .
N, . :
’ ’ P
ABC Constructibn Corporation |
Main Street - oo
. Hometown, USA ’ ' . .
Attent.ioh‘: -Vice President, Purchas;ing = ; v

Gentlemen: . ™
) < -

As manufacturers of a compliete line of chlorinators, heaters, pumps, and
rotometers, the YCI Company would 1ike to be comsidered <as an approved
supplier by your company. We offer a complete 1ine of heating and metering.
systefis--for solids to solids, solids to 1iquids, and 1iquids to liquids

. proportioning. Our equipment is presently operating in several chemical
processing plants in the United States, including (name them). We have
sold our equipment to other design/construction firms, including (name them).

Enclosed is a complete sales pdtalog‘describing our equipment. We have also
included our current price 1ist. We believe we are competitive with products
offered by other manufacturers of heating and metering systems.

Our manufacturing facilities consist of a 50,000 square foot plant. We
employ 100, and .our current annual production is 350 units. Total sales of
YCI Company are now $1 million. Our shop is unionized with the AFL-CID
Chemical Workers Union. We have not experienced any strikes or other work
. stoppages for the hast 5 years. . -
We would be delighted to have one of your executives visit us personally to
check on our manufacturing facilities. Don't hesitate to telephone if we
ca% provide. you further details. T )
“{_ .. May we hear from you? o
' ST - Sincerely,

-

€

- \u e Nélson T. Joynkr, Jr. ™~
- ‘ A QrFsident C

-
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. THESE PREFAB HOME BUILDERS ARE INTERESTED IN OYERSEAS MARKETS
- r . * :
”
" . ACORN STRUCHURES, INC. . £ FABRICON oommxm UNION HOMES
* Box 250 1780 Rohrerstown Divisfon of Berry.Builder Mart
Concord, Hus&dmetts omz . Lancaster, Pemsy‘lvmh 17601 P.0. Box 744
. Unfon, South Carolina 29373
Telephone: (617) 369-411% . Telephone: (717) 565-64M =
- - Telephone: (803) £27-5691
L.C. ANOREN, IMC. . - TYON R, FORD, IXC. -
28 Depot Street - ‘ » - . KESTON HOMES', IXC.
South Wincham, Maine 04082 , Kew York 13301 P.0. Box 126
~ Rothschild, Wisconsin SMT1
© Telephone: (207) 892-6731 Teléchone: (607) 647-5221
> - Telephone: (715) 350-4231
‘ ATLAS HOMES CORPORATION . RARYEST HOMES .
£.0. Box 1550 - ‘. 1 Cole Road BEMDIX HOME SYSTEMS, INC.
Korth End Station i Delanson, Mew York 12053 " 61 Perimmtar Park
#{1kes~-Barre, Pmylhnia 18705. Atlanta, Georgis 30341
. - - Telephone: (518} 895-2341
Telephone: {717) 829-1911 . - Teleshone: (404) 458-9421 -
. - HERITAGE HOMES, INC.
BOISE CASCADE CORPORATION . Sogthaspton Roed GEMERAL ELECTRIC COMPAXY
WAMUFACTURED HOUSING ’ Westfield, Bassachusetts 01085 3198 Chestaut Street
.61 Perimeter Park i Philadelphia, Pennsylvaniz 19101
, Atlanta; Georgla 20341 Telephone: (413) 568-85614
i ’ Telephone: (412) 823-4822
Telephone: (404) 455-616) - ‘
‘ : < NEM ENGLAKD HOKES, INC. .
. . . Box, 464 REED SUPPLY COMPAXY .
- " COMPONENT HOMES, INC. N Portsmouth, Kew Hampshire 03801 1100 Mational Highway
- 817 South Capitol Strttt Thowasville, Rorth Carolina 27205
, Tows_City, Towa 52240 - ) Telephone: (6Q3) 435-8830
Telephone: _{919) 475-2171
- . Telephore: (319) 338-5448 T, A
N PERRY BUILDING SYSTEMS, INC. . 4
Ty 8 - . . 250 Port Road 4 SCHOLZ HOMES, 1M,
COMPONEXTS , DI: Rivierz Beach, Florida 33404 31073 Executive Parbvay
-, 4400, HomerTee Avenue . ~ Toledo, Ohio 43605
e East’ C!ﬁago. Indfm 46312 . Telephone: (305) 544-4353 .
T Tl (219) 397 . Teleplone: {419) 531-1601 .
. (] cplm. & - i .
B = e 3?9 * FOLORON HOMES OF PEXNSYLVANIA, INC.
N B 7% Ridge Rosd - TROY IXKDUSTRIES, INC,
= CONTINERTAL HOMES, INC. 4 - Kiddleduty, Pemnsylvanis 17842 ,'P.0. Drawer 3183 :
S SN Box 13106 - . Tulsa, Oklahom 74101 R
= Rosnokas Virgirita 26031 ) Tefeshone: (N175 8370051 :
; : M . Telephone: (918) 585-5611
. Telephone: (703) 334-5000 . -
- . - *
. . . C e e * TAPPAN COMPANY
DAYIOSOM INDUSTRIES, INC. - ' Tappan. Park .
. mgu SMM - .. . Mensfield, Ohfo 44901
= : rt, ana 45227 ; .
-1 - Telephone: (419) 529-4900
-1 " Yelephora: (317) 787-2211 , . - )
. . 3 . A
- ¢ .
. ., _ . )
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LING TO THE U.S. MILITARY (AND THEIR DEPENDEN‘TS)
STATIONED ABROAD

-
-

This chapt.e.r will be ﬁelpfu] to manufacturers and distributors of consumer products.

Py

BIG BbSINESS The U.S. Dapanmem of
(DOD) runs the world’s largest retail opera-’

txon Each year its military and civilian personael, .

plus their dependents, purchase $6 billion worth of
consumer goods in military post exchanges (PX’s)
and COmmissaries (military supermarkets). And
overseas, the 500,000 DOD personnel and ther
350,000 dependents currently stationed outside the’

™ US. account for a quarter. of these goods—S1.7.

billion, most of it U.S.-made, The box on page 34
identifies the annual sales overseas in PX’s and Com-
missaries for each branch of the service. DOD calls
this the military resale markét. And as in most seg-

meats of the U.S.-forexport market, suppliers don’t -

have to be export experts, Suppliers usually ship their
.wares to cnilitagy warehouses Jocated in the U.S. and
the DOD pays by check.

In addition to the overseas PX’s and Commis-
saries, the military resale market abroad also includes
officers and enlisted men’s clubs. At madly larger in-
stallations abroad, military personnel have organized
audio amgl/or photography clubs which often

equipment for sale to their members. .

The range of products needed for the military .

resdle market is extensive. Almost all consumer
products found in U.S. drug'tores, Supernarkets, or
discount houses will be sold in Commussaries and
PX's abroad. The box on page 24 gives*h partial
listing of the major producg,mtcgonﬁ, and how
much was sold abroad.

Even though orders are placed centrally, the -
dividual facilities look for a certair amount of
merchandising support from selected suppliers. The
" box on page 24 lists the headquarters for each of the
scrviws‘wsponsible for, PX's and Commissaries. .
___How PX'S PURCHASE. Managers of foreign Post
" Exchanges-have more freedom in selecting merchan-
- dise for sale than their U.S. counterparts. Inthe U.S.,
only specified merchandise can be sold in U.S. Post
Exchanges, and pﬁce ceilings are established. Not so

i

e —
THE MILITARY RESALE MARKET

ABROAD—A LARGE MARKET FOR

CONSUMER GOODS

PX's and Commissaries’ abroad sell over ore
billion dollars worth of consumer goods annually.
Listed is the bmkdown for each’ service.

Sales by PX's. Milkions of
Army/Air Force'. . e $1,964
Navy.......... = eeernrennes ¢ wer e e e e

Marine Corps....ocoovee s one. et e > . 28
Coast Guard 5
§2,317

201

60

136

8

L
$406

*Note: Thc Army and Arr Forcc maintain a )omt PX

system abroad.
Source.” Exchange and Commussary News.

abroad. The PX manager chooses the merchandise
and orders are placed through central headquarters
maintained by the Navy, the Marine Corps, the
Coast Guard, and _;omdy by the Army and the Air
Force.

COMMISSARIES DIFFER. The mili deter-
mines what type merchandise will be sold jit Commis-
saries. Compani®s that wish to sell their iculas
brand of that merchapdise must be approvetd o a
master hist gglled “Brand Name Contracts” main
tained in Philadelphia, Pennsylvania. Listing is not
automauc. Thase wishmg to be listed must be
« ~ S

320
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Bidg. No. 3074, Navy Resale System Office, West Coast

"MCB Quantico, Va. 22134 Building 310 Naval Supply Center

Phone: (703) 640-2917 Ozkland, California 34625 | ‘

. . Phone: (445) 466-5733

. Headquarters for the Commissary System '

Army Commissary Stores |, - - Air Force Commissary Stores -

Commissary Branch Troop Support Division Director of Supply & Serv--ices —

Department of the Army (DALO-SMT-C) ’ Personnel Support Branch

Room-1E-573A The Pentagon , Department of the Air Foree -
" Washington, D.C. 20310 - Washington, D.C. 20330

Phone: (202) OX 5-9001, OX 74322 .Phone: (202) 697-5672 or 7446

Navy Commlssary Stores ‘

Navy Resale System Store Coast Guard Commzssaxy Stores

Third Avenuc & 29th Street | Resale Programs Branch Headquarters

grooklyn, N.Y. 11232 - - U.S. Coast Guard

400 Seventh Street, S W.

Marme Corps Commissary Stores > .Washington, D.C. 20550

" .CommissaYy Store Branch (Code LFS-1) Phone: ) 426-2094 T

Headquarters, U.S. Marine Corps -

Washington, D.C.20380 " . , : ' g

Phone: (703) 694-8616 1622; 8369 )

- & M
. ' .
%4 32 :
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) PX’-S ABROAD DO A BIG BUSINESS IN CONSUMER GOODS
Aunual salﬁ of sclecwd product categonies in thc Army,Air Force PX system and the Navy PX system

D
-

abroad are large.

/7

Sales To Army and Air Force PX’s Abmd
© (uly'1, 1974 to June 30, 1975)

-

-

Sales of Selected Products in Navy PX's Abroad
(July 1, 1973 1o June 30, 1974)

Saleg- 1™
. Pt‘omumer_ Product category Sales. in ) ’Jxlbmrof s
‘ . Millionsof 8 Household Appliances, Accessores ’535‘ .
Sundries (small misc. 116MS)......covrvers crour oone - 5170 - CmlignCiothing. . .2
_ »Civilian CIOtRIBg ..couvveereirs - corn eepeerne < s 139  Phota Eqmpmcm 14 -
Candy, Beverages....... o« .. oee o v el o 119 Jemeln ... ... .. 11
 HOUSEWATES eeeeeeeeeereerss oo e e 99  Sporting GOOdS ..... 8
DrugStoreltems.. ... ... % oo 2 sg  boys . . .t 6
Tobacco........... . 46 - Household Suppﬁ&s . : ) 2
Jewelry.... “ 31 Source Exchange and Comrmussary New

NOTE Ethmic produas are popular in Lhc PX and Com-

missary system. both in the’U S and abroad

HEADQUARTERS FOR THE PX AND THE COMMISSARY SYSTEM
Each branch of the mxlxtary opcram its own systcm for both PX's and Commussanese L,sted below are the

&

iomtwns of the headquarters.”

L . Headq{'ﬁners for’d;ePXsystem

I3

.

. Navy Resale System Office

Army & Air Force Exchqnge Seryice

Red Bird Plaza - Third Avenue & 29th Street
Dallas, Texas 75222 : 4 P.O. Box Drawer 12 -
‘Phone: (214) 330-3721 Brooklyn, N.Y. 11232

Marine Corps Exchange Service Division
Headquarters, U.S. Marine Corps.

Phone: (212) 965-5000

-




' +DOD OFFIC:ES WHICH WILL HELP
MINORITY-OWNED BUSINESS,ES DO BUSHQESS WITH THE’ MILITARY
The Department of Defense is trying to mcwasc its business with minonty-owned firms! ‘SQ help minonty-

.owned businesses sell to th military, the ‘Department of Defense apd the vanous service branches have es-
tabhshed special ofﬁws toAct as a lmson between the mifitary an‘d the minority-owned firm.

~

ARMY . - : DEPARTMENT OF DEFENSE
Army Small Business Advisor . . Dlrectorate for Small Businessand h S
Office of Assistant Secretary (I&L) Ecohomic Utilization Policy -
) Washihgton, D.C. 20310 Office of Assistant Seeretary (I&L)
(202) OX 7-8113 _ ! !

* For the Army/Air Force Exchange System:

Washington, D.C. 20301 - , .-
(202) OX 7-1481 . N

- Department MR-M
Army/Air Force Exchange Syswm - DEFENSESUPPLY AGENCY
Dallis, Texas 75222 ’ ’ - ,
(214) 330-2120 . Small Business and Economic Utilization
o Offjece ) *
- Defense Supply Agency
NA VYAND MA RINE CORPS Cameron Station N
.. Alexagdria, Va. 22314
“™y  Special Assistant for Small Business (202) 274:6471
. and Economic Utilization ‘ ’ .
Office of Assistant Secretary (I&S LOG) - ‘ v
Washington, D.C, 20360 COAST GUARD ~
1(202) 692712 .
‘ ' Office of Installations and-Logistice
t Department of Transportation ‘
AIR FORCE . 400 Tth Strest, S.W, :
o “Washington, D.C. 20500
- Alr Force Smail Busmess Advisor (202) 426-4237 , _
% Directorate for Proctirement Policy i :
- hington, D.C. 20330 «C
v ) 697-4126 + - ) . i
. ’TbeCoast)Guarﬂ}spanoftthcpamnmlofTransponaxion. : ’ . he
- £
" qualified. Comnﬁssary managers abroad, however, SUPPLIERS SELL DIRECTLY OR USE A
’ are not always restricted to this Iist. In addition; the =~ MILITARY SALES REPRESENTATIVE. A com-
) "Army and Air Force maiftain 2 Commissary item  pany can sell to the milRary resale market two ways.
selection board to determine what merchandise will  First, a ®$mpany can assign 1ts .own personnel to
.;.-besold, markctandscll,ormondly.nmuseamﬂnary .
‘ sales representative organization which specializes in
AN INTERESTING MARKET FOR MINORITY- selling to the m;htary sales market. There are about
. OWNED SUPPLIERS. If you make a popular con- 300 “military reps.” Some companies will use ther
- ) sumc:xtcm,ihcmﬂnaryma]emarkct:sagoodone own personnel in selling to LS-ba.sed PX's and
to explore. As a minority-owned firm, you may have ~ Commissaries and a military sales “rep” for overdeas
2 parhctilar advantage! The U.S. government wants  sal en thOugh orders yc placed i the U.S,
10 increase thé number of minority-owned vendors.
" To help minority-owned -firms' obtain bifsiness, ich is for you? Marketing w.pens say it’s possx-
_ specific departments have befn established o T you to use your own personnel to sell to the
- 7 - facilitate your reaching proper buying officials. The  {:S.-based military market pronided you have ade-
box above identifies these offices. And,if° you  quate financial and personnel resources. But it might
- _ market“an’ ethnic product, you may have an ad«A prove a strain on limited resources and a milary
) dlbona] adv;ntagc as these are populat abroad. . sales representative organization (whxch we'll call
%, Fe o R - P ‘
v S _ . et 38
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“military reps” in this chapter) may be a better ap- Who are your customérs? In particular, what's the
proach for a small-firm. But for sales to foreign in; acceptance by the 18 to 25 year-old market since
«stallations, marketing experts strongly recommend a the military consxsls’maml) of this age group
Jmilitary rep. Even though shipments are made to. 3 How rehiable 1s your company as a suppher”?
U.S. warehouses, successful selling pgobably requires
travel 1o individual installations as well as.to regional
exchange headquarters. For example, the joint Af-+ Commissaries are generally large volume
my/Air Force Exchange System.maintains regional purchasers, they look for maximum discounts
headquariers in Honolult and Munich. In addition 4. What merchandising arrd advertistng support can

What 1s your pricing structure” Since PX's-and

to travel costs, there are the complex regulations per-- you provide” . ‘
_ ta_m'mg to PX and Commussary sales. These may be 5 Who are your campetitors”

difficult to master. . .
’ ’ 6 &Lo do you sl to now” ]
MILITARY REPS KNOW HOW TO ' '
. MARKET. Milnary rep organizations are staffedby HOW YOU SHOULD.EVALUATE THE
¢ merchandising and markgting experts Many have MILITARY REP. Here are questions to raise with
foreign offices. The larger firms handle a full ine 6f  the military rep antetested in your hine.
consumer goods: food, household goods, health and

« beauty aids, etc. Some military reps-may specialize ;n = | What product lines does he handle” You're look-
selected consumer product categones. The larger g for a firm that understands how to market
firms have offices in Europe ard the Far East, while your type of product
smaller military reps may focus on certain geographic  * 2 What companies does he represent” Chcck these
markets. The successful militdry rep can provide coampanies 1o find out how sausfied they are. If
professional marketing and merchandising support your direct compeuuion 1s represented, look for  *
For exampl€, one military rep mounts special i-store another rep. A rep which handles many companies
promotions tied into military themes, sucb.as an Air "~ may be unable to givemou adequate attention.

Force 28th Birthday Sale. or a Bicentenmial Sale.
Most military reps are members of the American
Logisucs Association. The 15 largest military” reps
formed the Armed Forces Marketing Council. Both

Assocaions e heaiarered n Wangas o il [ fome subplers o s tno o e 1o
170 military rep organizat re at theend of plete geograp g

LN}

What countries does he cover” Some military reps
specializé 1n Europe, others the Far East. and sull
others operate on a2 world-wide basis. It's not un-

the chapter. ) 4 How does he arket” How many salesmen does
- the rep have; where are they located? Who will be

HOW THEY WORK. Most military reps work on a personally responsible for your Line of products
commussion basis. Thus. the manufacturer gets within the military rep organizaton” What s hus .
orders from the PX or Commussary syStem and pays background in your type of product” How fre- ~ |
a commission o the miliary rep after receiving pay- quent are sales calls onr indi™dual installations, on
ment from.the Government, The actual rate of com- - oversease regional. in stateside headguarters?
mission may vary according to the product hine, but What merchandising support does the rep have for,
generally is in line with the commussion paid to 2 the PX and Commissary system?
!?.S.—based_sals Wntaﬁvc organizatidn. Excep- 5. Who 1n the military s famihar with the rep
tions do exist. The military reps may purchase some orgamzation? Ask for the names of key PX or
products, such,as hi-fi components. For these and - Commussary purchasing people. Check them on
other products the military rep may actually the military rep's capability. '
warchouse abroad, and handle repair and service. . .
Agreements between a military rep and suppliers ¢ What are commission rates? .
ysually are on a year-to-year basis, and may contain

~ 30-, 60-, or 90-day cancellation privileges. TIPS ON TAPPING THIS MARKET. We've histed

The aggressive military rep constantly tries o get  ome steps.to consider if you're not yet reaching this®
. new lines. Thus, you may be approached by one. important market segment. We assume you will be
They dom't have the time or resources to do a using a mnhtary salcsrcp orgatization.
L thorough search for new suppliers. But if you have a
line of consumer products likely to dp well in foreign 1. Gct’ an esimate of Lhc demand for your product.
PX's and Commissaries, the military rep will . and how it is purchased in the milnary resale

welcome your inquiry. So dong wait for them. mdrket. The headquarters for each of the services

. mipht give you useful information. The box on'

MOW THE MILITARY REP LOOKS AT page 24 identifies these headquarters. If wntung
YOU. Hereis how the military rep will svaluate §our them. send a copy of your letter to the office which

i “line-and your company. helps facilitate minonty-owned businesses.

A Y

. " . -
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They'relisted in the box on page 25. Several other
sources may be helpful. Ther're identfied in the
box on the bottom of this page.

2. Develop a {ist of military reps which appear to
have the capability to sell your%tgctucq. i

3. Contact the Amencan Logisticg Association and
the Armed Forces Marketing Counail.: Inform
them of your interest in contacung mihiany reps
who can handle your, hne abroad. Describe your

- lines, and indicate your expenence. if any. n sell-
ing to the military resale market stateside.

4. Contact military sales reps ITyou're wrnitifg them,
describe your company. your-products, n par-
ticular who' uses them, your customers. and your
/interest in selling to the miltany resale market
abroad.

.

5 Follow. up with interested reps in a personal
. meeling

~

6 Develop your sales plan'

TO SUM UP IT'S A BIG POTENTIAL Large
volumés of consumer goods are demanded by US
military and their dependents stationed abroad The
military has a well-established network of PX's and -
Commissahies 10 serve those stationed abroad Near-
Iy S1 7 billon worth of consuméf goods are
purchased. much of 1t U S -made goods and much of
1t purchased in the U'S Many of the sales to foreign
PX's and Commissanies are made by military reps
Firms marketing consumer goods may find these
miltary reps a good channel to t2p this important

‘market Again. hittle or no “'export experuse’ is re-

quired

N

-

S SOURCES FOR INFORMATION ABOUT THE MILITARY
L :

RESALE MARKET

1. Government Guides

Two “How To Do Business™ with the PX and
Commissary system have been published. Vendsr
Facts is intended as a basic guide for the joint Ar-
my/Air Force System. It lists all PX's abroad. items
authorized for sale (at least in the U.S.). etc
Available from the Army and Air Force Exchange

v Service, Red Bird Plaza, Dallas, Texas 75222

A guide for Doing Business Witk the Navy Resale
System serves as an introduction to the wofiide
retailing operations of the Navy R ystem.
Included: addresses of Navy Exchanges an mmis-
sariés located abroad, and information on becoming
a supplier. Available from’ Navy Resale System, 3rd
Avenue & 29th Street, Brooklyn, N.Y. 11232. The
Marine Corps and Coast Guard do not have guides.

2. Trade Publications.

Those who sell to the military resale market, and
ffnportant buying officials in the resale system, sub-
scribe to cither or both of the following bi-weekly
publications: Exchange and. Commissary News, P.O.
Box 788, 211 Broadway, Lynbrook, N.Y. 11563 and
Military Market, 475 School Street, S.W
Washington, D.C. 20024. Their editors are
knowledgeable about the military resale market, in-
cluding names of key procurement personnel. For ex-

- -

ample. Efchange and Commissary, News annually
publishes a worldwide roster of militan COMMISSary
officers . .

3. Consumer magazines

Onerseas Famuly claims 1o reach one-third of the
families who patronize overseas PX s and Commis-
sanes. Also. some of the large US women's
magazines, such as Ladies Home Journal, bave spexial

itions which arculate just to mibitary famiifs

2broad. The, editorial department of these magaznes

can provide assistance (And f your company sells 10
the Miltary Resale Market, you may want to con-
sider adverusing ) ‘

4, ﬁadc Associations

The Amenican Logistics Association (formerly
called the Defense Supply Association), 1000 Con-
necticut Avenue, N W, Washington, D C. 20036, 15
the major associaion with members from both
miitary and industry. A directory of LS. military
resale outlets. lisung names and addresses of their
buyers, is published annually. Available at nominal -
cost from the association- The Armed Forces
Marketing Council, 955 L Enfant Plaza North, S.W .
Washington, D.C. 20006, 15 an association.of the
larger military sales representatives

i .
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" THESE FIRMS SPEGAtIZE IN SELLING TO PX’s AND COMMISSARIES

-

Military. sales reps are sales organizauons that
specializk 1n seling to PX's and Commissanes. Ex-
change and Commussary News has provided a lisung
of miltary reps. NOTE WELL. Not all handle sales

OvERSELS
Homy foog - -

- *Associated Brancs, Iot'l
?. 0. Box 20513
Causevay BEy, rong Kong

Siber segner & Co., Ltd.
‘P. 0. 2ox 164

o Kong

Thaiviet Sales Co.

. 995 Sutheriand Pouse
3 Charter Roac
Hong Kong

sepen

Frank Beach
P. 0. Box 85
Sinoaan City
Crinna, Jagan 901-22

Restern Pacific Corp.
Central 7. 0, 3ax 42
ma‘.-adlnan

Fareast Service Lo,
7. 0. 30z 14
Urasoe, Orindw v

Loyal Trading Iat'l Ltd.
537 Dragon Seed Blvd,

v Tradship {Japan) Lid.
Yoyogt ¥

P. 0. 3ox 33
Tokyo, Jepan

¥illiams lst'i of Japin, L.
Central 7. O, Box 807 °
Tokyo, Jipsa

H.E. iﬁnt.ersf: Asscciates 7
P..0. ox 278
. Yokohama, Jipas

Qenf Int'l :
Ports72.0. 8ox 99 -
Yokohasa, Japia Y ’

Harold W, Hipe

Hipko Associates {fer fast) Ltd.
Sufte 4¥1, Ylia Pyrzo

109 Yamati-Machi

Kakz-Yu
Yokohama 231, Japia
< Jalwan

Puil Hoerr, Jr.
£. 0. Bax 28-51 Shihlia
Tatpel, Tatwan .

Thisland
Jssociated Salks £ Marketing Corp.

Saife €01, 53873 Petchburi Rosd
Baagkot, Thailand ’

-

1 v
viofls, S.A) (Englend) L2,
17C Curzon Stree:

London W1Y 7FE England e

Gersany

Conex Service Corp.

7 Franz-Lerdackstrasse £
Francfurt/¥ain 5. 10
Germany

" Taskd Marteting Internations!

Wwifsgengstrasse 132
607 Framfurt/Main
Sermany g8

rTrans~-Exropedn Ma vy

25 Feldbergstrass
& Franrfurt/Mats
Ger=sny -

forth Africa -

Olivares Assoctates
Puseal Box 77
Targier, Morocod

United States

Alabass ¢

Redeond Brokerage (0., ine.
3cx 7503
Kobile, Alabama 35507

N ' 4

Relcs, Inc, -
P. 0. Bax 1 .
GalMon, Alabasa 36742

Califernia

Admiral Exchange Co., Inc.
1443 Dnion Street -
San Diego, Caltf. 5301

All1ed Intermational
149 California Street
San Francisco, Caiff. 94111

American Tood Brokers
Thor E. Saith Dist. Co.

P. 0. Box 778 .
‘Palo Alto, Calff. 9632 ,

Anchor Merchandise Co.
405 Teath Avenue !
Saa Diego, Calif 92101

Bart Sales Compiny
408 5. Spring Street
Los -Angeles, Calif. 90033
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.San francisco, Calif.

to PX's and Commussanes abroad Those organiza-
tions that are members of ,the Armed Forces .
Marketing Council are asterisked It's hikely these-
mihitary sales reps sell to military facihues abroad

v

Allen Zerrell
1538 South Cargiff
Los Angeles, C211f.

Avenye
99535

Frant 3. Carr, Inc.
2, 0. Box 58523
Fullerton, Calt4, 52632
werrill Cicny Assos.

?. 0. Box 162 |

2854 San Carlos Avense
San Carlos, Caltf, 32070

&
Jixon Marteting west,
1485 2ayshore 3ivd.
San Francisco, Calif.

~

54124

£xchange JisTritutors, [nc.
633 A..Marxes Street '
San Tiezo, faltf. 92101

F. L. Foley Co.
1245 Centre hverut
San Pedro, Q17,0
warein Freoeel

1325 ztuen DOrive
willrze, Calif. 9&3’3_,
£. R. Fredertcis ~
1520 State Street

San Diesn, Lalff. 52101

€4 Grataa Co,
35T . Seventh Street
San Pedro, Calif, 731

Tne kosford (o. -
P. 0. 20x 570
L5

Lafayette, t;l%!.

Alan 12 le, Corp.

725 Second Stm:’ ’r‘p\
San Framcisco, Calif. 94147

Sid Justice Co,
1435 Zayshore Blvd.
38124 :

John K. Fealy Co.
455 S. ¥estmorelind p
Dallas, Texas 75237

Xennedy Stles Co., 13{. v
135 South Park . ~
San Francisco, Cn'if.c 35107

Lester 0. Lawson
163 £. Ocean . .
Long Beach, Calif. 94802

Literty Marketsg Int')
1435 Bayshore BIvd.
San Francizoo, Calif. §4124 s

Military Marketing Service, Inc.
3303 Harbor Blvd., Bldg. J-1
Costa Mesa, Calif. 92626

#litary Sales Co.
403 Yis Yoatego Avenve
Saa Clesente, Calif, 92672

%odglin Co., Inc. .
1650 Flower Streat r
Clendale, Calif, 91201 - .

Wy

Sy

» v




W)

N
»

" V. A. Wckberg & Assoclates

-

* Qunham L Saith Agencies, Inc.

Q

E

Barbara Moore
2700 Viz Montecito

Sin Clemente, Calif.

92672

Phoenix_Sales Co. :
35 Dominfcan Drive

Stn Rafael, Calif.
* Witus Rothschild Co.

9490},

1000 -43d Strest

Qekland, Calif. -§4608 {

E. 8. Scheringer & Co.
2 C&ﬂfcmh Street
SmFrmcf:co. Calif. 9‘!"

Steim-a'luer Co.
25 Division Street

S ancistb, Clef. 54103

Thcson Salgs Co. ’
. 0. Box 187
Su Lesndro, Californfa 94577

United Sales Assocfates,. Inc,

2050 Pioneer Ct., Box 343

San Mateo, Calif.

94443

Kest-Pac Associates

* P. 0. Box 533

Killbrae, Calif. $60% '

6636 Fireside Avenue
S Diego, Calif. 52123

Tou ¥illfamson Assoctates

P. 0. Box

765
- DanviTie, Calif.

" verldeide Sales

94526

£25 Korth Hillcrest
Beyerdy Bi11s, cmf. %210

Colorado

G‘lena Tutii}i SaTes Co., Inc.
20042

. 0. Bax

1444 Onefda Street
Denver, Colorade 80220

Comnecticut

S

E. Abbott Co.

Seorge
M. Main Strest

Chester, Conn. 05412

. 33 Bads Street
Guenjd/x, Coon. 06330
. * £urpac Sales
. 170 Mason Streef
Greenwrich, Comm. 06330
- Smsco, Inc. ,
- P. 0. Box 532
- | Milford, Com. 06460
’ Geoeral Int'] Sales
5-Clark Street
014 Mdﬂ. Coon. 05330
_ - ﬂmbruds, Ioc. ,
3] take Strme
Staford, _x.n 12167
H *S LK Sfles
~ 125 Geseneich Avenve
‘ - . . 0680 -
" CwiTey Co. - e
+ 437 ¥ckinley Street

!bn)m# Fleridl axa

”
] -
S

«

-

Global Military Sales
P. 0. Box 31
Atlantic Beach, Florida 32233

wiison Harrell & Co., Inc.
4161. Carrichael Avenue
Jacksonville, Florida 32207

Keu-eiier Sales Co.
£340 X.E. Second Avenue
Miami, Florfida. 33138

Overseas Service Corp.

Seaboard Sa‘les Corp. = -~
One Mark Avenue
Webster, Mags. 01570

world Senricé Corp.
P. 0. Box 469
Quincy, Mass. 02163

N
David Zieff & Associated
21 Cu=mings Park, Sut’pe K
Woburn, Mass. 0180},

~
P. 0. Box 3306 Nisscurd
¥est Palx Beach, Florida 33402 .
Stegling Co.
Sherer Assocfates 417 Delaware Street

3446 MW, 26t Drive

Forest Hidls South

Coral Springs, Fla.
~

Budd Steele Co.

P. Q. Box 63

2985 Mayport Road
Atlantic Beach, Fla.

Yantage Sales Co.
?.0. Box 50423
Jacksonvrille, Fla.

33055 .
2233
22250

Hawaid

Pecific Enterprises lwporter-
Distributor

‘429 Mafakoeflo Rosd
Horolulu, Kl 32617

I1linois

Donald Bruce & Co.”
3500 K. Talmar Avenve
Chicago, 111. 60618 e

Medicated Products Co.
3600 X. Tatman Avenwe
Onicago, 111, 60618

*

Louisians

Terry *ooub
704 Orlezns Street
Bogslusa, Louisfama 70427

Maryland

David J: Klefmtart

11700 014 Columbia Pike
Silver Speing, Wd. 20904

Kassachusetts

hldcﬂ. Mss. 02148

J.Es Bartlett & Co.
R Teed Drive

Rmdolph; Mass. 02368

Spﬂnifmd, Htss. 01105

Jobn W, Gay C4.
392 Park Street
Stowghton, Mass.

Kel Izen Co.
P. 0. Box 67
Kawton Cu\ter, Mass, 02153

hﬂéﬁ? m‘!iury Buuting. Inc.
483 Essaf Street
Lawrsace, Mess. 01840

37
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Kansas City, Wissourt 54105

-
.

Kew Jersey ~
C. P. Mahoney & Co.

g

Medford Lakes, Kew Jersey 03055

Sarvis Associates, Inc
156 Glemwood Rosd
Englewood, Kew Jersey 07631

B hire

Eaco, Inc,
P. 0. Box 189
Hagton, Kew Raspshire (3842

Ko York

Allpac Sales Co. *
201 East 47th Streer
Kew York, Y. 10017

Alphs International
55 Harrison Street ‘
Kew Rechelle, X.Y. 10800

AtlZs Sales Agency
- 254, AanStrut,Suium
luYork. K.Y. 10038

‘Beta-Royal -
655 Masin Strest
Vestbury, M.Y. 11590

Bluebell International _
¢/o Otam Int’l

370 Lexington Avenue
Sufte 3416
Kew York, K.Y. 10418

¥.J. Bodnar Sales
P. 0. Bex 589
Ossining, M.Y. 10562

Kew York, K.Y. 10019

Diversified krtctirg Int*1
53 E. 184th Strest
8romx, N.Y. 10468 °

Ouarite Products, Inc.
45 East 20th Street

Rex York, K.Y, 10003

« 0., Elder Co.

¥ 255 Sixth Avenve

Mew York, X.Y. 10001
LowFrankel § Co., Inc.
95 Elfzabeth Road

Ker Rochelle, N.Y. 10204

AN
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Georgetomn, H’lrketinq. Inc..
5351 Westmoreland'
Sufte 142-
Dallas, Texas 75237 .

Plafnvien, X.Y. 11803

- Fred M. Grunfeld
70-20 - 105th Street
Forest Hills, K.Y. 11375

Leonard Haimes Co., Inc.
35 Mercer Street
New York, X.Y. 10013

Harrich Assoctates, Inc.
321 Wil1lis Avenve
11501 s

F.M. Jannell, Inc.
130 Fifth Avene

Kineola, K.Y.

Kev York, N.Y. 10010

Ray Kasendord

3 Clinton Lane

Jerfcko, X.Y. 11753 -
Sales Co.

5 Field £nd Lane

Eastchester, X.Y. 10709

Nason h;a,d{ng Co., Inc.

230 Fifth Avenue

Kew York, M.Y. 10001

Robbins & Co.

401 groadaay

Rew York, X.Y. 10013

Julius Rothschild Co.

232 Broadety

Lynbrook, K.Y. 11583

S. Sciwirtz Kilitary Sales Co.
29 East 615t Strest
Kew York, X.Y. 1002}

Francofs L. Scharz )
_550 Fifth Averne
“Hex York, nY, 10035

Smﬂty Broktrs

-r‘ Vo

e Statfon
Kex Yort. X. Y. -'l%‘

Titan United Corp.
25 §. 43rd Streat, Suite 823
Kex York, M.Y. 10036,

Universal Commodity Brokers, Inc.
9] orth Franklin Street -
H-psmd. 3.1. 1550

Yarsity nrkstf 1In
2348 Waiton A ” 1
Broex, X.Y. 10468 ot

*jiebco, S.A.
353 Lex{

ngton Avenve
Kew York, M.Y.

10016 -
North Caroidins )
All Jmerican Sales, Inc.

£. 0. Box 3952
Fayetteville, N.C. 28305

Don §. Devis
P.0. Box %3
Erwin, N.C. 28339

an

Dixon Marketing, Inc. Churchili Sales Co., Inc.

612 Queen Street 5249 Dixe Street
Xinston, N.C. 28501 Suite One
. Alexandria, Ya. 22304
1 Eddimger

P. §.Rox 354 Lom-X, Inc.
Spencer, K.C. 28159 2708 South Helson Street

Arlinmgton, Ya, 22205
Pennsylvania *Conus, Inc.

9402 Princa William Street
Martin A. Tyglor Co., Inc. Manacss, Ya. 22110 .
1015 Chestou® Street
Philadelphia, P2. 19107 Defense Marketing Corp.

- P. 0. Box 2396

Trans-Internatioas] Corp. Yirginia Beach, Ya. 23452
1777 valton Road, Suite 200
Blue Bell, Pa. 19422 Desco, Inc.

819 ¥. Little Creek Road
'BTxMty Marketing Corp. Korfolk, Va. 23505
Vallcy Forge Pa. 19481 *C. Lloyd Johnson Co.

1 Hamyton Blvd.

Morfolk, Ya. 23505

Rhode Island - .

* “ pohawk Marketing Corp.

gazar Inc. Stles Co. * 4384 Holland Road

655 Varren Avenue Yirginia Beach, Ya. 23462
East Providence, R.I. 02314 ,
Y. H. Monetts & Co.
Sales Spechltfcs. inc. Saithfield *
140 Dover Avenue’ Yirginia 234X
East Providence, R.I. 02914
. N.AAFLE.XY.O.
America Corp
Texis 1600 €. Littlo Creek Road
y ; Korfolk, Ya. 23518
Advance Sales & Service Co. . .
Dallas Apparel Yart - Forfolk mu—ibuﬁng Co.
foom 3183 p. 0. Box 2396
- Dallas, Texas 75247 . Yirginia Beach, Va. 23452
. A
A.E. Fogelberg Sales 01d Dominfon Tobices Co., Inc.
205 Fredericksburg Road $400 Yirginfa Besch Blvd.
San Antonfo, Texas 78201 P. 0. Box 12420
s Korfolk, Ya. 23482
Mlitary Sales’s Service Co. *
5301 S. Westmoreland Road Court Oxley
Suite 106 611 e, Danh! Drive -

Dalls, Texas 75237 211s Church, Ya. 22045
Kational Kilitary.Sales Co. Ry Con Sales, Inc.
1165 Empire Central Plaza - Shadow

L3812 Lane

Suite 234 Yirginia Betch, Ya. 23452
Dallas, Texas 75247 -
Oino Temarri
Southwest Kilitary Sales 14335 Wood Home Roud
203 Fredericksburg Roed + Ca\trmnc. Ya. 22020
Samr-Aatonfa, Texas 78201
United Marketing -
Tex-#i1, Inc. - 1552 %orview Averue
851 South R.L. Thomton 1k, Ya. 23513
Sufte 102 : ¢
Dallas, Texas 75203 ted sugsugs&ﬂes Corp.*
L.6. Tippie & Co. . Yirginia Bsach, Ya. 23541
P. 0. Box 17408
San o, Texu 78217 . e
™ © dashington .
. Jerry Wills ’ * .
323 Blaze Avenue Harry A, Kassler

Terwipal Sales 8ldg.

San Antonfo, Toas 78218
. Seattle, ¥ashington $3101

Yirginfa~ .
1 ¥isconsin -
H.8. Atkinsos _
Whealer Averue - Swan Sales Corp.
Alexandria, Ya. 22304 6223 ¥, Forest Home Avenue
Kilxauken, ¥isconsin 53220
-Bisek & Co,, Inc.
2507 Pacific Avenue
Yirginie Baach, ¥irginfa 23451 - -
e ~
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CHAPTER-VI

A BILLION DOLLAR'MARKET—SELLING.TO THE U.S, BUYING
OFFICES OF FOREIGN.TRADING COMPANIES ,

-

This chapter will be useful to suppliers of virtually amy type of

N o
ANOTHER HUGE U.S.-FOR-EXPORT
SEGMENT. About 15 foreign trading companies,
mainly Japanese, have their own U.S. offices to
purchase goods and services for their home offices,
their foreign affiliates, and their foreign customers In'
1975, these trading company offices bought more
than $4 billion worth of U.S. goods. The U.S. offices
of Japanese trading companies probably account for
at least one of every four export shipments to Japan,'

the second most important market for U.S. exported .

goods (the first is Canada). The best knogn foreign*
trading companies are Japanese, but there are British,
Dutch, Danish, Swiss, and French trading companies
also. N ?
WHAT IS A TRADING COMPANY? A firm that
,both exports and imiports is kaown as a trading com-
pany The most sophisti manufacture, ship,
and finance ofi a warldwide basis. For example, Mit-
sui, ong of the largest Japanese trading companies,
has operatiops in 77 countries and has established
170 joinit venture arrangements with U.S. manufac-
turers throughout the world. United Africa Com-
pany, headquartered’in Liverpool, England, operates
modern department ‘stores and large factories in
Africa as well as large distribution firms. Trading
companies frequently begin dealing in basic com-
modities and.other raw materials: cotton, coal, food-
stuffs, etc , but they generally develop a capability to.
handle, virtuglly any kind'of got6ds. The box on page
32 lists rhost of the foreign trading companies with
offices in the United States. *

HOW MITSUI DOES IT. Hllustrative of the tremea.
dous scope of the Japanese trading company is a run-

‘The Japanese trading company 1s even more important

, than these figures suggest. Most U.S, exporting manufac-,

turers use’a trading compgny as their export representauve
in Japan. One expert estimates that between 80% and 90%
of the $12 billion exported to Japan is handled by Japanese
traging companics. - :

\* J

.

commodity; raw material, or manufactured goods.

down on the U.S. affihate of Mitswi (Mitsu and
Company (U.S.A.), Inc.). The New York head-
quarters and branch offices in ten other U.S. aies
annually purchase closg to $2 billion of U.S. com-
modities, raw matenals, and manufactured goods for
export—not onfy to Mitsui Japan but to thefr opera-
tions in other countries. Mitsu1 has established 22
trading departments, each speaializing in purchasing
a specific category of goods. steel, coal, nonferrous
metals, departments for large machinery, electrical
machinery, industrial machinery, transportation
machinery, chemical machinery, heavy machinery,
etc. Buying departments are also established for.
chemicals, plastics, fertilizers, and petroleum
products. A produce department handles wheat, feed
grains, soybeans, oils and fats, livestock, and meat. A
provisions department buys oranges, lemons, and
grapefruits. The textile department buys natural and
synthetic fibers, yarns, fabrics, kmitwear, and-the
general _merchandise department handles such
products as bowling equipment, golf clubs,\al@
boats, medical equipment, etc. -

The Mitsui Technical Development Center seeks
additional business opportunities, such as those con-
nected with pollution control, underseas mining, and
oil extractio )

In -eddilion to purchasing on an order-to-order
basis, Mitsui is active.in seeking out product lines to
sell or distribute,,not only 1n Japan, but throughout
the world. Here's a quote from a Mitsui advertige-
ment directed at U.S. manufacturers with Lule or no
export experience: . ’

“Have you considered expanding into 71; world
market? And backed off because there were Just 100
many problems: languages 1o, learn, foreign exchange
rates, transportation, financing, and countless miles of
red tape. .. :

“"Then check the Houston office of Musw (U.S.A.,.
See how we've uncomplicated world trady for many
U.S. firms and found profitable overseas markes for
their goods and services.

b
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THESE COMPANIES BUR OVER A

parent companies dnd other forsign-customers.

7

-

BILLION DOLLARS OF U.S. GOODS

The U.S. branch offices of tradmg companies purchase huge amounts of U.S. goods for export 'toh their

R

L

. .
Nichimen C'b., Inc.

Asahi Bussan Co., Ltd. Marubeni Corporation
16 West 22nd Street 200 Park Avenue 11856th Avenue ' . g
New York, N. Y. 10010 New York, N.Y. 10017 New York, N. Y. 10036  °

4
‘East Asiatic Co., Inc. Mitsubishi International Corp. Nijssho-Iwai Amerimrg@orporfiion
110 Wall Street 1277 Park Avenue 80 Pine Street < s A
New York, N. Y. 10005 New York, N. Y. 10017 New York, N. Y. 10003+ .

:
P

C. Itoh & Co. (American)

270 Park Avenue 200 Park Avenue
- New York, N. Y. 10017 New York,N. Y.
Y. Kanematsu-Gosho (U.S.A.) Inc.”
World Trade Center -

4

New York, N:Y. 10048

N »
. "Mitsd (U.S.A.) exported nearly 82 billion of
"American products in'1974. We'd like to talk to you
abbut helping us add to-that total. . "

ﬁ)w THEY PURCHASE. Foreign trading com-
panies are sophisticated purchasers. Most establish -
elaborate specifications, and seek out potential sup-
pliers. Their own vendor files are extensive. They
maintain extensive reference material about potential
vendors. One Japanese trading firm thaintains a sup-
plier reference room containing all the standard U.S.
product directories, plus subscriptions to over 1007
business publicgtions covering 50 fields. .

* They rarely buy in haste, partjcularly from x new
supplier.{ In fact, potential suppliers might ,get
frustrated\at the detailed procedures followed, in Par--
ticular, by the Japanese trading companies, .which
often include répeated checks with exccutives in the
trading company’s headquarters offices.

However, once you receive an order, you won't
have to worry about éxport details, Thé trading com:-
panies are professionals. Most likely, you'll be asked

. 1o ship to a U.S. location,-and invoice the U.S. office

so payment will be consistent with your normal

- TIPS ON TAPPING THIS SEGMENT. Since the
foreign traling companies actively seek U.S. sup-
pliers, make sure you're listed in appropriate
purchasing directories. (See chapter X1II for-a dis-
cussion about listing.) But it’s such a large market.

: ~ -segment, and there are so” few trading companies,

‘don't wait for them to contact you. Let them know
_ that you can do for them. The trading company
might not know gbout you, and may be interested for -
~at least two casons. _ '

Mit®i & Co. (U.S.A.) Inc.

‘e

" Sumitozho Shoji America, Inc.
345 Park_Avenue /. ,
o New \Qr , N.Y. JO017,

’
-

10017

¢

1. Froo{ time to time, the trading company may want -
to buy goods similar to yours. e

¢ office may be in-
ur company in onc or
4

" 2. The trading company’s
- terested in representing
more foreign countries.

~

,

Here are some suggestions to reach this lazge
market potential. .
1. Write the trading companies with U/ S offices.” «
" (The box above identifies the names and addtesses
of those'trading companies.) If you don’t have the
specific department, send it to the president’s |
attention. It will most likely be routed quickly to
the proper department. K .
In this letter, indicate your interest in determining.
théir requirements for your product and, if ap-
propriate,” your interest in the’ company
representing you in Japan and possibly other
foreign markets. Describe your products fully Be ~
sure to include catalogs and other materials;Iden-
tify your leading U.S. customers. (See the box od

page 33 for a sample letter.)

Followip with those trading companies who i;age
shown interest in your products. =

3 Dcveiop your sales plan!

2.

§ F

TO SUM UP. IT'S A HUGE MARKET! With little
effort, you can insure that these companies know
about Your prodicts. Your “exports™ may be in-
creased, without your worrying about any shipping
ot payment details. But remember that it frequently ~
. “Takes a long time to conclude sales arrangements.

B

V.
v




- " -, YOUR COMPANY, INC. . -
-, 111 MAIN STREET N
-7 HOMETOWN. VIRGINIA 22101 7
« 7038211860 - -
4 é"’ ; | . »
) © . (SMPLE LETTER TO TRADING COMPANY EXPLAINING YOUR PRODUCTS).
. L. “ ¢ o .
_.A\z 7\ = * L’ ) (
s ABC Trading Company =~ . :
1234 Madison Avenue L P ‘ ’
New -York, New York 10018 . ' :
) Gent‘lemen oo o R .

The YCI Conpany markets a Hne of aspha]t additives. These additives extend,
the 1ife of asphalt surfaces such as highways and parking lots, and we feel
‘they have applications in foreidn marigs. Our major customers inglude high-
* way contractors such as the XYZ Company, and State highwdy agenci The
attgched cata'logs and specification sheets give detaﬂed information about our
pr‘o ucts .

writ ng to ﬁnd out: . . ) ; .

L

ether your trad‘ing company has a requfremenﬁ_;g purchase similar
ducts for-your affﬂiates in Japan and e]sewhere, and

- . \A} f your trading company wouTd be interes representing our
c firm in Jdapdn, and possibly other foreig rkets for our line
* - of asphalt additives. .

) The XYZ Company, founded in 4973, has sales of $1.3 million. Further details
- e given in the attached broc!;u're outlining our capabi Titie es

A" .

. meeting with’ repi‘esentatives of the ABC Trading COmpany about our aspha]t
,additives. . . . .

“wDon't hesitate to te‘lephone if you need further details. He Iook forward to. ..

k’-;* B '? . e , ’ ’3 . Sincet‘e]y, . . .
! ,’1 h i ' B . P 4';' _' . [1 ".-. N N . 0 -
= "-/fg‘ M e - < T . -- T
i : [ A g - . *
S e / LT T . Nelson T Joyner, Jr. 7 o
N OONGCLT L e L " Prestdent ‘
. @ o~ ; .J - . .
A AN . - ‘ . =
‘.;‘ . " — .‘ - %
L L R . » ¥
? N g Ty < A
— : 1 " * + ® i ' * e ™
0 ; ‘33'- . 41 - -
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/ well

stay in business. Bxport merchants are not €asy to

CHAI{I‘ER vl :

SELLING TO THE EXPORT M@RCHANT OR J OBBER

U S.-BASED EXPORT MIDDLEMEN. No
equivalent exists in the United §tates to the hugc
foreign trading companies described i the previous
chapter- But we do have another type of tradigg firm:
export merchants, or as they are sometimes called,
expqrt jobbers. Thede -U.S.-based *export mid-
dlemen” purchase goods in the United States for ex-
poit to their forcxgn customers or potential

\ customers. These firms often have close relationships -

with foreign firms in a few countries who need U.S..

. made products. Others function much like general

wholesalérs, and still others seek out “leads” from
foreign firms who want to buy specific

. products. But many of the small ones specialize in

_a

selling to the “drop in” trade—foreign buyers who
are in.the United States.

estlmated ,000 export merchants are active,
y.d ocated in’ and around port cities. Some are
ﬁnanmd Others are marginal and struggle to

_ locate, but most utilize extensive supplier directories
actively seek out spec;ﬁc manufacturers and/or
'bumrs .

-
'«

EXPORT MERCHANT: WHAT'S HE
KE? Here ate some cHaractcnsuag that are typlml
of export merchants. .

A JExport merchants cggre in él! éhapes
2. Some may sell
markets. Some specialize in sgles to a limited

> pumbef of countries in a particular region, such

AA ~

- as South America or the dedlc.Easﬁ Some
may specialize in selling to only one country,
such as Mexico or Nigeria. Successful ones
. often have a close personal relationship, either
(hrough family -or business ties, with their
customcrs in these fareign markets.

b Others’ princlpal business is in the United

States, but they ate well established in export
~ capability. For example, Harry Alter Com- _
- pany, a large air.conditioning and refrigeration

- 6427 - Co

" This chapter will be useful to suppliers of vistually all commodities, raw
materials, or manufactured goods. -

of .

to customers in_ fomgn

- h ¥

T
7

wholesaler, does a thriving export business.
They offer foreign customers a wide product
selection and excellent service,

. Others acuvely seek out leads from fomgn
fi ughout the world who publicize their
nte purchasing specific merchandise.
The

and suBmxxs a proposal to the foreign firm.

-

(2]

2. Expon merchants rarely deal in cxclusmty, buy-
ing where they can get the best price and dchvcry
Some, though, do establish exclusive “arrange-
ments” with manufacturers to promote their
products in one or more foreign markets. In this
case, they 4dre similar to Exporl Manag¢mem
Companies whjch are described in dctaxl in PART
I

3. Export merchants most often deal directly with

manufacturers. But if the latter won't sell {0 them,
they go to the firm'$ wholesaler.

{eiald

or used clo

in used merthandise: construc-
mdchine tools, second-hand cars,
ing, for which a big forcign market

. exists, particularly in developihg countries.

5. Export merchants usually handle a wids tgngc.cf
products within a certain field. :

6. Most mcrchants do Tittle or no foreign travel.
Thus, much of %:K:smm is éonducted b/ mail,
_ telephone, or te

If you receive an inquiry from an export merchant,
chances are your competitors have also had the same .
inquiry. So remember this if you choose to réspond
Many export ‘merchants won't tell you the name of
the ultimate customer, and some won't even indicate
the country. Export merchants usually purchase and
resell at a higher price. Occasionally, an export

“merchant may ask the U.S. supplier to sell directly to
the foreign customer. In this case, the merchant will |

expect a sales commission. .

rt merchant then locates a supplier * .

>
3 .
-
U

o
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respect to this U.S.-for-export segment.

THERE ARE.ADVANTAGES IN °
DEALING WITH EXPORT MERCHANTS

I If you receive an export order, you won't have to

worry gbout foreign shipment. Most likely you'll
_be to deliver to a U.& location.

2. Payment terms will likely be sipilar.to your nor-
mal terms. Note. since some merchants have
limited financial capability, 1t's wise to check trade
and financial references carefully. N

3. An export merchant might be an excellent outlet

for discontinued lines and obsolete inventory,
which you do not want (or aren’t able) to sellin
the .U.S. market. Sources to help you locate a
potential export merchant are listed in the box on
page 56.4f a merchant is interested in your “un-
salable” inventory, he will ask for a sizable dis-
count.

L .

THERE ARE DISADYANTAGES, TOO. The ma-
jor disadvantage in working through an export
merchant: you have no control over the situation.
Your reputation in foreign markets might be harmed
by his unwise pricing and failure to service your
product, etc. And if you are an exporter with sales
agreements with foreign distnbutors, you will get
complaints if your products suddenly app@ar in their
country without their knowledge. |

TO SUM UP- There is little you will want to do with
Export

_
HOW TO FIND EXPORT MERCHANTS

| Amenican Register of Exporters and Importers
hets firms, by product category, actively engaged in
exporting. The listing, however, i1s not imited to just
export merchants, but includes manufacturers as
well This directory 1s published by the Amenican

"Register of Exporters and Importers Corporation, 90

W. Broadway, New York, New ¥ork 10007.

2. The Yellow Pages telephone directonies of key
U.S. cies. For, example, the Manhattan. Yellow
Pages lists over 1,000 firms, by broad product categ- |
Most are

ory. under the classification “Expon
export merchants.
&
3. Export Management Firms The U.S.

Depanmem of Commerce has published a histing of
some 600 export mercharits, by type of product. Not
all are export merchants. Some are Export
Management Companies. (Descnibed in PART IIL.
For availabilfty, check with the Department of Com-
merce District Office nearest you.) ,

.

merchants actively seek suppliers. Therefore, you

. may want to make sure you are histed in appropnate

directones. Check their referentes if one does contact
you. And if you want to sell obsolete or discontinued
merchandise, an export merchant might be a channel
for this.

.

N,
()
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e CHAPTER VI R
" SELLING TO FOKEIGN GOVERNMENTS IN THE UNITED STATES
, “This chapter is useful to suppliers oﬁcommodmes, raw materials, and
certain m‘anufactm'ed goods—m particular, hxgh techmology products

L

“

-

FOREIGN GOVE,R'N,M ENTS ARE BIG
BUYERS. Every government. tustdmer for
goods and services. (In some ATBRan countries, the
government 1s the biggest importer.) For example,
Petroleos Mexicanos, a large oil company owned by
,the Mexican government, accounts for one-half of

"Mexico's gross national product. Its purchasing
requireménts aré huge. While practcally every

" . country's government wants to buy frem its own

local companies, there 1s a tremendous demand for
U.S. goods. Some-are sold in the foreign country by a
U.S. company’s sales representative. !

However, some countries have established
permanent officgs in the United Statés to seek out

and purohasc U.S. goods. Otherssend missions from

time 1o timg to buy specifjc goods. Most
off'ces are located either m N

U.S. goods th:ough Am
an—agency of their governmens™ Thc Israell
government has established a suplyVmissiors in New
Yourk. And Korea has established procurement

offices in Washington, Ne Y“or-k“' and -San
Francisco. A listing of over 200 ‘S’., ng-ofﬁm of
foreign gpvcmmems is prg ¢ cnd of the

2. Buying offices place the order in the United States,
take delivery in the United States, but pay from
their foreign country. Some governments use a
purchasing office such as the Afro-Amerncan
g’}larchassng Center, described in the box on page
LN

3. Buying offices place orders for agencies of the
foreign governments. In this case, the US sup-

. pher might have to ship its products to the foreign
\location.

-
*

A foreign government's degree of sophistication 1n

, locating U.S. suppliers vanes. Some buying offices
are quite adept: others rely heavily on U.S. suppliers -

. approaching them.

"PAYMENT. Foreign governments sometimgs are.
slow payers. Some developing nations have difficulty
in obtaining sufficient foreign currencies (such s dol;
lars) which frequently can delay or even postpone

_their decision to purchase U.S. goods. .

Some governments may pay with U.S. aid money.
The U.S. Gpvernment has supported the economic
development of most developing countries. The

“ + chapter.

Agency for Internstional Development (AID). an

WHAT FOREIG GOVERMNTS PUR- agency of the US. Government, administers pro-

.- CHASE. What they buy depends upon individual  oram¢ i these countnes. The funds help underwrite:
government's needs. Industrialized nations suchi as  (p.e purchase of goods and services refated to ap-

the United Kingdom and the USS.R. pnrchasc proved ccongimc development projects. Projects

_ higlrtechnologyproducts. Example: instruments . range from purchase of foodstuffs to purchase of

: nuclear power plants Middle Eastern and 4 h equipmen; and supplies for hospitals, schools, etc.
N American countries may buy,armaments com-  :All plans for the purchase of goods and services
, munications equipment to stgengthen the strategic ~ which will be paid for through U.S. AID funds,

capabiliggs of the) country, Develdping countries * powever, are 1dentfied by the U.S. Government.
sulch ?fss often buy raw materials and f°‘ They are hsted.in AID crculars, as well as in Com-

HOW T HEY" PURCHAS
yary from governmemnt to
_patterns you may fi ndw

. Purch'asing patterns
vernment. Here are some

+ Buying offices will place the order' in thc Uhnited

Staws,nke delivery in the Umted States, and pay
from their. U.S. buying offic ce

,merce Business Daily.! -

Commerce’ Business Daily is the US. Government's

- _ shopping _list.” The government is reqyired by law to

advertise its intent to purchase all goods or services valued
v over $i0.000. In addition, Cummerce Business Dady 1nc;
. udes other procutement informaton, nacluding the intent
of foreign governments to purchase some goods ahd

¥

36 44 .

. (continued on page 37J
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TAPPING THIS MARKET SEGMENT. Opp-
ortunities for U.S. suppliers are not as clearcut in this
segment of the U.S.-for-export market. But the small
number of foreign governments who have established
buying offices in the United States makes it relatively
easy to determine whether there’s business. Many of
these governments actively seek out U.S. suppliers.
Thus, it’s impertant that your products are listed 1n
appropriate purchasing directones. See Chapter X111
for a discussion on how this can be done. But it won't
hurt for you to alert these buying offices of your pro-
duct and company.

l. Contact each office 1o determine its interest n
your product. Wnite a letter describung your pro-
duct, include descriptive catalogs and specification
sheets, ’

2. Followup with those offices expressing an interest.
3. Develop your sales plan!

TO SUM UP. There are hmited opportunities for
those who can supply commodities, raw matenals,
and manufactured products—in particular, lugher
technology hardware. Some foreign governments
have established U.S. offices, mostly in New York or
Washington, D C., to purchase or help facilitate the
purchase of U.S.-made goods. Many will seek out
potential vendors, but it's an easy task to contact

them? by mail, with a description of your company’s -

-*product. :

~

A

equipment under the provisions of U.S AID financing

Commerece Business Daily 15 published five days a week

the Supenntendent of
menté, Government Prhting Office, Washington.

D.G5 20402, Payment must accompany orders

.

N

Lo €
~
-

AFRO-AMERICAN PL'RCHASIN;

CENTER .

Foreign governments, particularly n Afnican

nations and some Far Eastern countnes, utilize the °

Afro-Amencan Purchasing Center, One World Trade
Center, New York, New York 10048, to buy U S.- -
made goods, from ume to ume. If AiD financing 1s
involved. the probability 1s even greater \,

All purchasing 1s done on a bid basis. For
purchases below $5,000, the Center sohcits informal
bids from suppliers on 1ts bid hists -

Purchases over $5,000 are advertised in the Small
Business  Bulleun published by the Agency ‘for
International Development. Purchases over $50,000
require formal bids. and they're advertised in Com-
merce Business Daily

The Center maintans qualfied suppler hsts. All
considered competitive are given an opportunity 1o
submit bids to responses to these invitations to
purchase While the Center itself acuvely seeks to add
potential suppliers to their bid hsts, it welcomes
information about compames and their products

Inquines should be accompanied by product
literature. Pnang information is nét needed. One of
their executives says. "We will include new names on
our bid invitations at least for the first two or three
times to see if their responses are compeutive with
those we receive,” ’

Purchases arc actually made by the forcign
governments, but the Afro-Amencan Purchasing
Center helps arrange for shipment and helps facilitate
payment by the foreign government to the U.S. sup-
pher.

.
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U.S.-BASED BUYING OFFICES QF FOREIGN GOVERNMENTS
. AND GOVERNMENT-OWNED FIRMS

\

Every foreign government 1s a big potenual customer for U.S.-made goods and services. Some wuntric; have
established permanent offices in the United States to seek out and purchase U.S. goods. Most are [ocated esther
in New York or Washington, D.C. : :

Addimonally 1n some countnes, the largest corporations, in parucular airhnes, petroleum and mming
companies, are government-owned. Many of these companies have also éstablished purchasing depariments .n

* the United States” ’

The Rockwville Counsulung Group, Ing., after cxtcns..ve research, has identified over 200 U S -based buying
offices of foreign governments and government-owned firms. W e have histed them. by country. ».th tomplete

- - Sioe

mailing addresses.

APGHAMTSTAX

Afghan Perminent Mission o
the U.X,

885 United Xations Plaza

Kew York, XY 10017

Exdassy of Afghanisten o
2341 vyoming Aveme, M
¥ashingtos, DC 20008

AFRICA [countries witk AlD
purchase coatracts)

Mm-inﬂcan Purchasing Ctr, Inc.
One World Trade Center
Kew York, AT 10048

ALGERTA

Esbassy cf the Democratic and
Popylar Repudlfc of Algeria

2118 Xaloram Rd., W i

Keshington, OC 20008

ARGENTINA ~ .

- E.X.D.E.

* 013 Fle

350 Fifth Avenur.
New York, XY 1000

Office of Rilitary Attiche
1600 Xew Hampthire Avenve, W
< Vashington, OC 20009,
rurgica Argenntina Sociedsd
Rixta (S.A.§.M.)
¢/o The Arace Ihternational Corp.
Riddletom , Ohfo 45042 i

{ine Goverrment

Jon F. Kenoedy Int'? Arpt.
Jt_n&:l. nY 11430

v . v

.

" ASTRALTA

Corgylate-Geters] of Australis
636 Fifth Avenue
Rew York, XY 10020

Airsays, Ltg.
Utah Street
Sen Francisco, Un.%’.‘@

Australian Esbessy *
1601 Massachyselts
washington, DCL/25)

Defense Suoply Attache .
Mustralisn Esbassy

1601 Massachusetss Avenue, W
¥ashington, DC 2003

venue, M

 gELsImM -

Belgtan Military Swhly Office
6454 Wisconsin Avenve, W
Mashington, DC 20015

Sabenz {national airiine}
Leke Success Business Park
125 Community Drive

Great Keck, KXY 11021

BENIX {formerly Cahocey)

Embassy of the People’s Pedublic,
of Beain
2737 Cathedral Ave,, N

B IVIA »

Y.P.S.B.
3334 Richmond Avenve
Houston, Texas 77006

Corporaction Miners de Bolivia
2 ¥. 45th Street
Kew York, KY 10036

“»

BT SARA
Embassy of the Repubdlic of

ticyut Ave,, Wi,
Sytte &34 .
washington, D0 20903

SRAZIL

Brazi) Kaval Commission
4706 wiscomsin Avenva N
washiogton, X 20016

graziifag Miitary Comwission
4000 Alpesarie St., Rm. 203
Vaghington, X 20018

Brazilien Stee) Compary
477 Madison Ave., R=. 703
Kew Yorx, KY 10022

COSIPA Steel W11 Co.
271 Madison Ave., 17th Floor
Kew York, XY 10236, -

PETROS2AS
1221 Avenue of the Americas
Kew York, XY 10920 .

Brazil Aeronsutical Commission
1701 - z2nd St., W
%€shington, DL 20008

BUP

Embassy of the Socfalist
Reoublic of Burm

2300 S Streer, W

Mashinyton, OC 20038

The Consutate of the Socialist
Repbitc of Burma -

10 £. 77th Street

New York, XY 10021

The 0ffite of the Military,
Kaval § Air Attaches of the
Socislisg Rep. of Surm

2300.Lalifornfa St., W

Washington, DL 20003

/|

i

, Copyright § 1975. A service of Rockville Consulting Group, Inc. Printed wigh persission.

- § - . -
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am; cx&—(r"mm)
Esbissy of the Repablic of - Chinese Government Procurement &
Services Mission
: ZN7 Cormcticut Ave., W {Ministry of Katfonal Defense
Kashingtos, OC - Division) .
. gz:‘n street,
4 sidngton, DC 20008
CAKADA . ‘
Coatract’Services Branch ' Chinese Goverrment rement &
ey i e o T
- rld tr., Suite 2273
Ottua, Ontario”- -~ ~ Kex Yo

~ conomin .
Colomtfan Afr Force Purchasing
3950 S.M. 12 Terrsce °

- 1745 Messachusetts Ave., X Ft. Ladercale Afrport
- ¥ashington, ncznoas At. Lavderdale, Fla. 33315
AMr Cazade Colomblan Mildgary Purchast
y.5. 3 Swtun Zegimt Office Comission i i
5 600 Mecisom Ave, 2118 LeRay Place, M
CENTRAL AFRICAX REPURRIC . Mami [2t’1 Afrport, Box 48-0762
Etusycfcum‘!kfﬁmﬁv - Mt Ala. 348
. 1518 - 2204 Strest, W Avlamca
ashington, DC 20008 ) Box 2455 -
, , NE
e _ . Maaf, Fla, 33159
Cuflean Copper corp.
Oce World Trade Center SOSTA RICA
Keu York, KY 10048 Lineas kﬁmm S.A.
Euca';in [ -1 ces
 thilaa mm Corp. | s, 238 Biscayms Blvd.
Kew Tork, X 10048 T M, mﬁm
7 Ciilean Steel M1 ) — )
4 _Ose orld Trade Cestef -
- hﬂurk.ﬂ 10048 . Esbassy of Cnr'es

2211 R Street, W
Hashington, OC 20008

- N York, XY 10048
i.‘ki!m Afr Force Mssiom

- cmctfat Ave., Rm. 1212
kﬂflﬁu, m

CZECIOSLOYAXIA

Czechotlovak Esbassy Come. Dept.
2900 Lirnean Avernue, W

Chilesa Kavel mmaa ] Waskington, OC 20008
- m ¥litary MSS‘IH . -
R 732 Messachetetts Ave., W
i mam X 200% . EuoRm
- , - Kavil Attache - .
u-m;; Afriines prari
150 S.E, smpamu ¢ 2535 < 15th Stagat, M
.. M, Fle. 3313 . Washington, OC .
! - . Alr Attld)g .
F . Emdissy of Ecusdor .
- .. , - 5% 2t Street, W -
T . Vashingtan, 0C 20009 ,

e -
- ~ - b

/

Military.Attache

Embassy of Ecuador -

2535 - 15th Street, W4

Washington, DC 20003

Aerolineas Macionazles del
Ecuador, S.A

Box 481063

toami, Fla. 33148

Empress Ecustorian de Aviacion
Bldg. 1008 at X.4. 62nd Ave.
International Afrport

Mami, Fla. 33348
[ 4

OP1A,

Embassy of Ethiopta
2134 Xaloram R4., W
¥ashington, DC 20003

Commercizl Counselor .

1224 Cormecticyt Ave., X
Suyfte 51§

Vashington, DL 200%

Ethiopian Afriines, S.C.°
207 E. 42ns Stm'

9tk Floor

57 York, KXY mon

FiJ1

Fi1j4 Mission to the U.X.
United Mations Plaza, 26th Floor
Kew York, XY 10017

Fimpo

Office of the Defense and Armed =
Forees A

. ttache
Emtassy of Fialand

1900 - 24th Street, W
Washington, 00 20063

Industrial Developmat Procure-

R
-
-t
8
A D

'Gt.réa. City, XY 11514 v

French Rining Chemical and
Allied Indstries

35 Wisconsin Circle N

Chevy Chase, Mgryland 20015

Materiel Freach Military Msﬂm
2164 Florida Ave, W
Kishington, DC 20008 N

Afr France
1350 hve. of the Aserfces . #
Kex York, KY 10019 :




sashington, OC 20008 .

sy
2535 Belmoat Road, W

Vashington, DC 20008+

Fmd) Supply Office
1001 Conmecticyt Avenue, W
Kashingtom, DC 20036

Societe Kationale des Chexirs
de Fer Francais

610 Fifth Avenve

Kew York, WY 10020

BADOM

Embassy of the Sadbonese Republic
2210 R Street, W

Yashington, DC 20008

GREAT BRITAIN - See UKITED KINGIOM

EREECE
of

Estassy of Sreece
Qffice of the Commercitl Counselor

2211 Kassachvsetts Ave., N

s

HAITI

Cormercial Dpunselor”
Esbassy of Hafti

8400 -, 17th Street, Mo
H&shingm'. or 20011

Kilitary Attache
Emdbassy of Haftd

400 - 17th Street, WM
Kashington, OC 20011

Commercial Attache
32 Brosdeay, Suite 1009
Kew York, NY 10004

(a0
Commercial Officer of iceland

370 Lexington Averue
Kew York, XY 10017

Luftlefder {national afrline)
630 Fifth Avenue
l!et Yorx, XY 0020

~ S

1,311

India Swply Mssion
2536 Massachusetts Ave.
Washingtom, OC 20053

Consulate Seneral of Indiz
3 East 54th Street
Kew York, XY 1002}

- Indonesian Procuresent § -
Development Agency, Inc.
80 Broadway
Kew York, NY 10034

Indonesian 011 Cospany
305 £, 85th Street
kew York, KY 10728

1PRY

Ketional Iranfan 017 Co.
1271 Rveaue of the Jaericas
New York, WY 10020

{ranian Eabessy
3005 vassachusetss Ave., M
Washington, Of 20003

Office of the nﬂitah' Attache
Irgatan Exbissy

3005 Hassachusetes Ave., Wi
¥ashington, L 20033

N
2k Mell! Iran
Office of fepresentative
1 ¥a1l Street, Room 2312
%ew York, KY 10005

{ran Rational Afrlines Corop.
245 Park Ave.
new York, KY 10322

-

jLal) =

her Lingus
o 554 Fiftn Avenue

State Trading Corp. of Indh. Leg,

Kew Yorx, XY 10335
One Xortd Trace. Cenzer. Suite 2655

> 4 Grenads Tourist Iaformetion Office

856 Second Avenue, Sufite 522
o Xex York, X1 10017

act
smesm méiﬂusboreﬂr

Kew York, XY 10023

Indien [nvestment Center
703 - 3rd Avenue
Nex York, Xv 10017

Trade Develogment Agthority of
Ingid

665 - Fifth Avenue

Kex York, MY 10019 -

Engimring Export ?r:mtioa
Council of Indfa “

313 K. Michigan Ave,, Suite 2014

CMcaga. IL 60501

AMr Indi
Purchasiny & Stores Section
Cargo Bldg. 34

John F. Keemedy Int'l Afrport
Jasafca, XY 11630

IOOMESIA - - - T
Indonesian Trade Commissioner

Esbessy of the Republic of Indonesia

2020 Massachusetts Ave., N

shington, 0C 2002

Iadonesisn Comercial Attiche

5 tast £8th Street :

Kew York, XY 10021

Y

TIALY

1seLn

Goverdnent of lsrael Swoly
Wission

€41 Lexingtom Ave.

Wév York, XY 10022

E1 Al lsrael Afrlines, Ltd.
252 Trird Avenue
Kew York, XY 10022

”
ftalien Defense Ministry
Defense & Afr Attache Office
2110 Leloy Place, Wd
Weghington, D 20008

{talian Federatim qLFanen
Cooperatives

1725 - Eye Strest, ¥

Kashington, DDw200056

1taliza Techaical Delegation
1601 Fuller Street, W
¥eshington, DC 20099 /

Air Aftache R
© ftalisn Esbassy
1601 Fuller Street, M
vashingtan, DC 20007
~
r 2
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- Al{talla : .
665 Fifth Avenue

¥ew York, MY 10019 -

TVORY COAST

Ivory Coast Developmeat/0ffice
. . 521 Fifth-Avenve,-Suftf 1604-5
W New York, KXY 10017

Ivory Coast Stabilization Fund
_ . 120 %al] Strest
. New York, KY 10005 v
) : s

R Y

IMICK

" Jamica etrition Holdings, Ltd.
. L1776 X Strest, W
+  Mashiagtom, DC 20006

~ -JAPAN

Japsa Trade Conter
) 1221 Avenue of the Americas P
- . %ew York, XY 10020 /

Japan Alr Lines Co., L24. -
: Los Angeles Imt'l Afrport

3 6041 ¥, Imperfal Hwy.
. Los Asgeles, CA 50045

~

JORDIR

- Jordaatan Inforsation Bursau
* 1701 K Street, I, Suite 100¢
S Yashington, OC 20006

ALIA « Foyal Jordanfaa Afrline

- 220 Fadison Ave., Suite 802
T Kes York, XY 10016

-

L

Xorean Shipping Corp.
80 Broad Street
Kex York, XY 10004

Xorea Tungsten Mining Co™, Ltd.
10 Hest 56th Strest
Kex York, XY 10015

Xorean Airlines’®

s 350 Fifth Avenue

Kex York, KXY 10001
Yorean Afriines

. Centyry Blvd, Sufte 216
Tes, C4 90045

Llc;re.a Mational Touriss Corp.
450 Park Avenue, Room 623
Kew York, XY 10022

Korez Export Industrial cé.. {td.
501 Fifth Avenve, Sufts 1514
. Kew York, XY wmz.

, Forsa Knitted Goods Export
Associastion
T 320 Fifth Avenue, Room 7012
Kew York, XY 10001

Ponang Iron & Steel Co., Ltd.
41 E. 42nd Strest, Suite 719

. _Fex York, XY 10017

Inchom Iros & Steel Co., Ltd.

Kuaaft Airmays Corp.
30 Rockefeller Plazs
Kew. York, WY 10020

— - LIBERIA .
- 3,1/, - . Minister G?L?brﬁ(s d Inforation
—— Eﬂgst]
5240 B Strset, g 1C of Fea: Getrtngren 26 sogi
. ashington, OC 20008 =
; . ] = Charles Kramr
. ‘100 E. £2nd Street
KoREA . - Yex York, XY 10017
J Procursmeat-0fficer
N Yorsan Consulate Ganeral LISYA
o 450 Park Avene, 5th Floor - ~
. Kew York, XY 10022 Off}m Sgi:tﬁt'i{ic and
- . - c 2irs
- Koresm Traders Association - 1717 Vassachusatts Avesoe, MW

46 Park Avenue; 6th Floor
Bew York, XY 10022
- Y -
- Kors: Trade Promotion Cemter
- #60 Park Avesce, dth Floor
Bew Tork, XY 10022 »

. Indystries Informstion Office
« #580 Park Avesne, Suite 635
. Beut York, XY 10022 -

: El{lc‘?‘::i%“?— Lo

ArullToxt Provided by ERIC

© * “Torsa Electronic 3 Bachinery  w,

Yashingtos, OC 20026 .

Office of Kilitary Affairs
23U Kassachusetts Avenve, W
Washington, OC 20008

MUAT

i bt >
Melawf Esdessy
Bristo] House
400 - 20th Street, W~
Sashington, 00-2003%

s i

N e

~

-

MALAYSIA

Malaysian Pubber Bureau
1108 - 16th Street, W
Washington, DC 20036 .

WTA

Embassy of Kalta
2017 Comnecticut Avenue, M
Vashington, OC 20003

WURITARLA

Embassy of the Islaxic Resudbiic
of Mayritsnis s
. 2129 LeRcy Place, W .
Washington, DC-20003

X1

Pexican Railvay Systes ~
T77 - 1éth Street, W
Washington, DT 20005 .

Yexfcan Ra{lway Systes
120 X217 Street
Kex York, XY 10005

Petroleos FMexicanos
655 Madisoa Ave.
Kew York, XY 1092}

can Institute for Foreigs
Trade
1650 L Street, M
Vaeshington, (£ 20035

MORLLD
Embassy of Moroces

1591 - 21st Street, W
m&fngtm. o 200 .

THE METHEPIANDS

The Retheriznds Xaval Attiche
foyel Ketherlasds Embassy
4203 Linnesn Avenue, ¥
Washington, 07 20008

€ .
Procaremesnt Section, Royzl
< Ketherlands Afr Force
Office of the Alr Attache
Royal Netherlands Embassy
4200 Linwesn Avenue, Wi
Wishingtom, DC 20008 -

Procurement “Section, Royal .
Ketherlands Army . -
Office of the Military Attiche -
Royal fetherlands Embassy  ~
4200 Linnean Avenve, W

Weshington, OC 20003

XX - Royal Dutth Afrlioes
X Building

605 FiTth Avenve: .
Xew York, RY 10017 -
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WEY TEM ARD
Ne Zesland Defence Staff

-

1601 Comnecticut Aveme, M, Syite 500

mkim,oczgooe

Easbassy of Wex Zealind
Finance Offfce

1707 L Street, W
Kathington, DC 20036

Ko Zealud Seafor Ynde .
Comxissioner
ashington, OC 20036 ’

Afr Nex Zeaiand, Ltd'
510 ¥. Sixth Street, Sufte 1000 |
Los Aageles, CA 90014

Bex Zesland Katiooal Mmys Corp.
P.0. Bex 1518 ~
Sw Yalley, CA 51352

Esbrssy of Kicaragu
1627 Few Haapshire km, w
| Mmshipgton, OC 20002

Rﬁ‘!tuyc?t::ht

Exdbassy carsxa

1827 ¥Yex Hampshire Avesue, Xi
¥eshington, OC 20009

Lanica (matfosa] 2iriine)
£1 Columbus Fotel Arcade
Maxt, Floride 3122

E1(7.10]

Eabissy of Kigeria
Commercial Pivision
2201 W Street, W
Haishington, DC720037

v

Forweglam ﬂiiftﬁx Kission
Yessachwsetts A

Commerc{z] Secretary

Embassy of Patisun. Chancery Annex
2315 Kassachusetts Avenve, MW
¥ashington, DC 20008

?tkism International Afrlines
535 Fifth Aveoue
¥ex York, XY 10017

PARNY

Abr Pesamy Intersational B
04 X.E. First Street

Mo, Fla, 33132 :

DRORSAY

Embasgy of Paragay

Offices of the Rilitary, Kava)
and Air Attaches

2600 Kassachiserts Avecue, Wi

Kashington, DC 20033

Corsulatf General of Paracuay
Gne $orld Trade Center, Suite 1608
New York, KY 10043

-

peel .

Espress Publica de Comercializacion
de Harina y Aceite fe Pesczda
hgeat: ¥Fr. Carlos Mendozs
P.0. Box 220 .
Faple dood, KJ 07040

Comercial Department _

Peruvizs Eabassy

17200 mmm Arm. 0l
Rashington, DS 20035 .
Office of Kaval Attache
Peryvisn Esbassy

1700 Massachwtetts Aveaue, M
Rashington, DC 20035

Chief of the Miitafy Comsission
Peruvvisn Embessy

1700 Kassacinrgetts Avenoe, W
Mashington, DC amas

Qffice of Afr ktudu
Peturian Exbrssy

1700 Massaciwsetts Am. L]
Washington, OC 20025

Aero Perv

First Federal 81d3., Saite 3000
Ooe S-E. Third Aveave

Mimi, Flg. 33131

PHILIPPINES

Philippine Consulate General
Pyilipoine Centre -~
555 Fifth Arenve

hex York,-KY 100%

“Philippine Suger A:sodxtioa
1001 Conmnecticut Avenve, MW -
Mashingtos, DC 20036 -

PORTUSAL

’

Embassy of Portugai-
2125 Kalorama d,
Washington, OC

TA? (natfonal 2iriine)
1120 Aveme of the Americas
%ew York, XY 10335

. POMAKIA ‘

Extassy of the Socialist
Repudlic of Romania

1607 - 23rd Street, MV

Kashington, OC 20033 .

Romanfan Forelon Trade
. Promotion 0ffice
Chicago and Kideest

- 100 ¥, ¥onroe Street, Suite §
69593

Oricago, IL

/

11

7omenian Foreign Trige Prosotion

Office
350 5. Figuerce Street, Swite
Los Angeles, CA 90071

fomnian Tourist Office
500 Fifah Avenoe
%ew York, XY 10036

Fomsatien Flight - Tarom
500 Fifth Avenve
New York, XY 10036

* Romasien Library -
856 Second Avevie
Kes York, KXY 10917

F Mission .
63 £2st §3rd Street
Kev York, NY 10022

' Pomantan Coar:?al Office
95 Kadison Avenoe
Rer York, XY 10016

« ' \SNBI AABIA
Rzzyﬂ Esbassy of Sapdi Arabis
1520 - 18th Street, M
Yashington, OC 20036
oma of the Sapdt Military
4302 Ccmeglticst kvenve, Wi
1 .

Htshfngtoa 0¢ 20008

Offict of Kaval Operation
Sapdf Maval Expmsit)m Progran

£77

Ssudi Arabfan Rissioa to the U.X.
6 East &3rd Strest, 25th Floor

¥ew York, XY 10017

-

A

(24
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" Saudf Arabfan Educational Missfon  ~ | TRINIDAD AND TDBASO URUGUAY C
West Loop South, Syite 400 2
Houston, Texas 77027 + Embassy of Trinicad & Tobago . Uruguayan Government Trade
1708 Kassachusetts Avenve, M Bureau
Savdi Arablan Mﬂim {Sauvdta) Kashington, DC 20036 31 E. 4&7th Strest, #21-0
2420 Pershing Ros , Kew York, NY 10017
Sufte 216 ', Trinidad & Tobagv* Consulate
Kansas City, ¥o. 64103 | 331-3 Graybar 8ids. Commercial and Financial Dept
. - 420 Lexington Avenue - Embassy of Uruguay | 5
- -~ Kew Yok, NY Y0017 1978 F Street, W
SIERRA LEOME —_ < Washington, OC 20006
Econoni i h }’m% ? &ob;go Co yar Military Missi
< N tris op-mt . mgua ry on .
Esbassy m‘uc of . 400 Madison Avenue, Suite 712-4 - 1918 F Street, W .
Sferra Leone ™\’ Kew York, NY 10017 ., Washington, DC 20006
Lethingtan: o S o $dad & T ' N
ngton, . " 290
Tourfst Board YEXETUELA

400 Madison Avel

Venezvelan American Association

SOMAL TA
) - 55 Liberty Street
' Essassy of the Somalf Democratic ¢ - Kew York, NY 10005
. ¢ ’
600 Kew Hamoshire Avenve, M , g Kilitiry Attache Procurement
w‘?‘ bod 71Ouc 20037 Swpl’y 3 o) ‘ uogf gﬁf 12 A w
7 ngton y &nd Shipping Bureay ornia Avenve,
' * . M‘Mudmnts hvenve, W Vashington, OC 20003
SUTH _ARRICA - gton, O 20008 ’ Lorporacion Yenezolans del
South Africia Raf 8o ey Auche 515 sagiaes A
cin 23rd Street, W . yenue
Procurement W‘ freaays Kashington, OC 20008 Kew York, XY 10022
71 5. Cestral Lmu : - i -
Yalley Stream,<%Y 11520 : ‘ Sideryrgica Yenezolans Sivensa
. UGARDA 411 £. 53rd Street
* L _ Bew York, WY 10919
i SPAIX . , Esbassy of the Kepw’Hc chgana ’
N i . 45903 - 16th Street, M . .
- Etusy‘g; Sgafa ' Yaskington, OC 20011 VEST GERMANY
2700 - trest,
: Rnhingtnn. 0C 20003 i - Lufthanss (matfonal afriine)
" . U.8.5.R. : 1640 Hesstesd Turmpike
Iberia {utiou! air‘line) : Eest Meadow, KXY 1155¢
R 177-15 - . rade Representative of USSR
- Jamsics, n' ma . 2!131 Comecticut Avenwe, X &
. ) Kashington, DC 20006 . e
- SEEN Altorq rnsing‘c::qmy - wﬂe;{a o: the Temen Arap
= . ¢
. Swedish Trade Commission Ke- Tort. NY 10917 -, 500 Kew Bnpshln Avenve, MW
P . azsram/xm - - Sufte 860
SewYorsy KY 10022 © - U.S.S.R. Trade and Economic Counselor Wishington, OC 20037
" Office of th wsmdu : gi‘"‘ﬁ?n
. ce [] ork, 3.2 .
. m 5 < TUSOSLAYIA
) mhi mn . Xame River Pyrchising Agency
Maskington, OC ’ - 767 Fifth Aveooe © . Yugoslav Purchasing Agency -
. N - Kee York, XY 10022 -~ 24310 Cajifornid Avence, W
omu of the Kaval Attache, - Washington, OC 20008
Swedizh Esbassy San Framzisco Commercis! Grow . - :
K 500 Ko anain Amu. General Consulate Office *
.. tdashingtos, OC m . 2790 Sresn Street AlRE
. . S franciseo, CA 54123 .
Office of the Attache . Elbusy of the Republfc of Zaire
. Seedish Exbassy” Aerofiot . ‘ 1800 Mew Ha-ashm Avenve, M4
600 Kew Hampshire Avesve, M 545 Fifth Avenve . Kushington, OC
- Waskingtos, OC 20037 ~ Kew York, XY 10017 t ‘
. SUTTIER AMD . MITED KINGOOM
- - Embassy of the Repudlic of Zasbis
Military Attache Unfted Kingdom Treasury § Supply . 419 Masszchusetts Averve, W 4 - -
Eabissy of Switzerland o - Delegation Kishington, OC 20008
2900 Cathedra] Avenue, W - 3100 Huudmct:s Avenve, W, " .
Sashington, 0OC 20008 Kashington, DC 20008 .
. ) British Afrwiys Overseas Ofvision *
e | o M
o .
Office of the Comercfal Comselor - : . - -
for Thallamé -
5 World Trade Centir :
Bow Tork, XY 1ﬁol78 . , } -
- - . ‘ B . = - - v
D . ST
\‘l . - N . < * 43 T, = -
ERIC- - o e S )
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SELLING TO THE UNITED NATIONS: SPECIALIZED

-
«

L4

OPPORTUNITIES -

'Ihis.chapter will be useful to suppliers of industrial goods. .

MORE THAN A DEBAnﬁG SOCIETY. The
United Nations (U.N.), beadquarters m New York,
15 much more than an international peacg-keeping
forurh. Some.85 pertent of its resources are directed
at aiding the poorer nations of, the world.

" The U.N.—or its ten affiliated "international
agcncm—annually buy about $50 million worth of
equipment, ranging from computers to hand tooks. It_

. does not, however, have to purchasc goods'made in -

the Usited States (even though the United States

financial support of the Un#ted Nations is greater -

than any other country) Thc U.N. can buy.anywhere
in the woﬂcL

UNDP. The mam-condmt for channeling this aid 1s
the United Nations Dcvclopmcmc.?rogramme
{UNDP), also headquartered in. New York. The
UNDP calls itself the world's largest channel for
international technical cooperatiop, with a budget in
excess of $400 million. UNDP financially- supponed
projects range from developing a country's.
agriculture to surveying a nation’s assets -such as
mineral deposits. While.the -UNDP funds these proj

" - ests, purchase of the required goods and sefvices 1s

done by the Urijed Nations agency-or contractor

assigned responsi for implementing the project.
- These agencies: are fisted in the box on page 46. A

. - byief description of three of the larger agencics fol-

lows. The AUNDP publishes a monthly bulleun which
-lists U.N. purchase requirements and contract
awards for UNDP pm)ects. : .

1 UnItedHaliom{U.H.j Thc “Parent” organization .
.~ carrics out surveys and feasibility studies for,

. member countries which range from utilization of
. mineral resources, develupgent of power
gcncraung capabilities, etc. Most of this work is
subcontracted 10 management consultants and
_ engineering firms. Equipment purchased: a wide
range of electromc and scientific instruments, lab-

 York as well as abroad.

Eratr;l:y apparatus and supplies, construction dril-
ling, excavating and camping equipment, portablc
homes and workshops, office equxpmcnt and sup- *
plies.

2. Food and Agncultural Orgaruzatiorz {FAO,. This
agency is interested -.in projects related tQ z
country’s agncultural development. Thus, it funds
projects related to soil erosion control, land
reclamation, demonstration projects 1n irrigation,
and even development of ocean resources.  »

3. United Nations Industrial Development Orgmuz
ation (L”V{DO) This agency helps develop a
cpuntry’s ‘industrial base. It‘ contracts for
feasibility _ studies and pilot plant projects,
parucularly those concerned with food processing,
, mining, pctrochermwl and utilities. It requires
' test equipment,” instruments, audio-visual
equipment, office equipment and supplies

Most U} agcncw; haye purchasing offim in New

A

HOW UN AGENCIES. BUY. " Procurement officials
ateach YN, agency generally ask for bids when the
projected purchase is over, a certain value. The World
Health Organization (WHO) solicits formal bids if

L 3

the purchase amount wil exceed $2,500 and sealed

bids if the procurement will exceed §10,000. For the

. United Nations, single procurements over $5,000 call

for open bidding. Procurement officials maintain
extensive supplier lists. Sometimes g inquiries

" will be sent to all suppliers listed in ccrtam

diectories. And procuremient needs are” also
advertised in the U.N. bulletins.
Submission of formal bid$ s not always easy,
y for the company unfamiliar with this
method of purchase. It takes time to submit bids, and
suppliers must frequently agree 10 comply with many
conditions. And even if a company submits the
lowest bid, selecuon is not automatic Jf there is any
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do&about the ability of the company to deliver.
Orders given to 2 US. supplier, even if from a
purchasing location outside the United States,
generally will call for shipment to a location”in the
United States (where the U.N. will arrange for
shipment to the foreign site). Payment, in dollars,
from the U.N’s headquarters, can usually be
arranged. So selling to agencies of the United

~“"Nations is similar to selling to your U.S.-based ac-

counts.

THREE SUGGESTION FOR TAPPING U.N.
BUSINESS. First, become familiar with.how the
United Nations and its agencies purchase. Write for
the free UNBP Business Guide.”While not the best lo-
oking document in the world, it details procurement
procedures for all U.N. agencies and thels where to
register for procurement. Available from: Division of
Information, UNDP, 866 United Nations Plaza,
New York; New York 10017.

Second, get listed as a potential supplier with those
U.N. agencies who maintain vendor files. For
example, the World Health Organization (WHO)

" encourages suppliers to send catalogs and price lists
for use at their Geneva (Switzerland) headquarters
and the six regional WHO headquarters. The Uhited
Nations Education, Scientific, and Cultural Organiz-
ation (UNESCO) maintains catalogs of equipment
suppliers in its field equipment division located in
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Pans. Send catalogs and general prive information to
these agencies in multiple copies, with a cover letter
expressing your interest :n being placed on appro-
priate supplier lists. . )
Thirdly, develop asystem to discover on-going U.N.
procuremént needs. The UNDP Business Bulletn,
published monthly, Lists requirements for goods and
services (as well as listing contract awards). Wnie,
Division of Information, UNDP, 866 United Nations
Plaza, New York, New York 10017.. Developmenr
-Forum, another free monthly publication, gives
informdtion on key U.N. development projects. To
subscribe, wnte. Center for Econom’ic and Com-
mercial [nformation (CESI), Ugyted Nations, Palais
des Nationes, CH-1211 Gcncs@lo, Switzerland.

TO SUM UP. A LIMITED MARKET. The United
Nations represents.a small segment of the L.S.-for-
export market. Yet firms offening equipment, in
particular unique, proprietary equipment, may -be
able to develop an “export” business. Since selling
usually requires famihanty .with formal bidding
techniques and compliance with purchasing
conditions, ghis segment may not be for those firms
looking fosa “fast” sale. However, companies that
dé business with the U.N. or its agencies wll find
“that shipping requireménts and payment procedures
are not unbike procedures in seling to U.S..based
customers.
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HOW TO REGISTER WITH UNITED NATIONS (UN) PURCHASING OFFICES

. The UN and its related agencies purchase a large amount of goods and scnm‘ann ual'ly. Here are the offices
within the-UN agencies with whom you should,register. Y,

U.N./United Nations
Chicf, Pugchase and Transportation Service-
New York, N.Y. 10017

ILO/International Labour Organization

Chicef, Bureau for the Coordination of
Operational Activities

International Labour Office

Geneva 22, Swfycrland

FAO/Food and Agriculture Organmization

Chief, Purch}!smg and Control Branch

Administrative Services-Division

Food and Agriculture Orgamzauon ot’
the United Nations

|

\ 12 delle terme di Caracalla

Rome, Italy - ,

UNESCO; United Nations Educational,
Scientific, and Cyltural Orgamzauon

Director, UNESCO Ficld Equxpmcnl Division

UNESCO .

7, Place de Fontenoy

75700 Paris, France

ICAO/Internatjonal Civil Aviation Organization
D;rector Technical Assistance Bureau
International Civil Aviation Organization
International Aviation Building .
1080 University Street

- Montreal 101, Canada

WHO/World Health Organization
Deputy Director General
. World Health Organization
. Avenue Appia,
- Geneva 22, Switzerland

A Y

N\

3

ITU/International Tclecommﬂmcauons Union

¢ Secretary General -
International Telecommunicauons Union y ’
1211 Geneva 20, Switzerland

IAEA, International Atomic Energy Agency

Diwvision of Technical Assistance

International Atomic Energy Agency

Kaerntnerring 11, . .7
A+~1010 Vienna |, Austna

/\

UNIDO, United Nauons Industnial Development
Organization

Chaef, Purchasing and Contractng Serv--ices

UNIDO .

P.O. Box 707, -

A-1011 Vienna, Austna

IMCO, InterGovernmental Manumc Consuluve
Orgamzauon

Director, Techmical Co-dperation Division
101-104" Piccadilly

London WiV OEA, England

WMQ/World Mecteorological Organization
Director, Technical Co-operatien Department
World Meteorological Organizatione

P.O. Box No.5, -

"CH-1211 Geneva 20, Switzerland

UNDP/United Nations Dcvc-lopmcm Programme’
D:rd:tor, Office for Projects Execution-

United-ditions Deyelopment Programme
New York, New York 10017
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‘ELLING TO FOREIGN DEPARTMENT STORES——IN THE UNITED
STATES1 -

This chapter Will be useful to companm that market\co’nsumer goods.

LARGE FOREIGN DEMAND S.
}CONSUMER GOODS. Every year mor 5
billion in U.S. consumer goods are sold outside the
United States. Foreign custorhers like practically all

- Américan-madé consumer goods. However, the U.S.-

- RZgol A%:Zgo ;f the Amcnmq

Department of Commerce notes that 22 categores of
consumer goods do par
markcts (The box on page 4§

opcratxons-—cquxvalent“(o Macy’, Mah » ield’s,

Woolworth'’s, or K-Mart—purchase an lmponQnt .

,share of the $5 billion export total. Some buyilram
importers or salgd representatives in their ‘own
country—those firms handling U.S. lines of
-merchandise. However, a few of the largest foreign
dcpartmcm Stores have . set up their own /6puying
offices in thc United States. o8

6 East 43rd Street

u Dcpartmcnt Store,

,Japan) . . . Tokyo,Japan)

-Seibu Corp.'Qf America
Mew York, N. Y. 10020- -

(Seibu Departmrent Store,” - ¢
Tokyo, Japan)

Takashimaya Company, Lid.

New York, N. Y. 10017.
(Seibu Dcpamhcm Store,

Other large forelgn stores use the services of US. *
resident buying organizations who buy for non-
competing U.S. and foreign department stores. They
have their own staff of merchandise buyers'

BUYING OFFICES. Foreign department store
_buying offices can be important customers for the

N ‘US firm sellipg department store merchandise.

actically aJ! offices are located in New York.
" Purchasing patterns vary. The six stores with their

n offices generally ask for delivery to a U.S.
warehouse or freight forwarder who will then handle
;,‘_._ ., o
'Many fox;slgn xreta:l ontlets also send their buyers tom -
portant. merchandising eventsyn the United States. These
foreign buyers visiting the Umtcd States are furthéy dis-
cussed in chapter XI. L

GN DEPARTMENT STORES WITH THEIR OWNU.S. BUYING OFFICES

T. Eaton Co., Ltd.
393 Seventh Avenue

»
- 7 .

SONAC—Nouvgl&s Galeries
1] West 42nd Street

New York, N. Y. 10036.
(Nouvelles Galeries,

Paris, France) '

e Y
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' U.S. CONSUMER GOODS: THE TOP SELLERS IN FOREIGN MARKETS

* N .
The United States exports more than $5 billion
) worth of U.S. consumer goods annually. The best-
« ¢ selling items arc listed below. ,

* Push lawnmowers—gasoline operated—self-pro-
,pelled rider type——8 HP—outsells all other units.

* mens—sheets, towels (all terrycloth). |

. * Bgth. shop ittms—sbower curtains, soap dishes,
hooks, shglvw, towel racks, fancy soaps, scales,
*+  bathroom tugs-or 3-piece sets,
* Machine-made glassware—tableware.
* Housewares— . . ®=
) — Cast iron cookware—black iron
— Specialty plastic items

— Porcelain and enamel” war; (wnh spcc:al
packagmg) v

— Home label makers

Séltings . LY

— Detorative wall'mirrors—goid ornate(made,_of
plastic carved wodd)

L — Closet and t,o:let deodorants

- Thcrmomcters (high Style)

— Ice buckets

- — Barbeques ™

— Gven mitts and pot holders ’

—= TV tray. tables ‘ .

—= Bar accessories . -
- 0 - . ‘7

-

g—_,
sh:pmcm to the fareign stores. These buying offices
generally pay ke U.S. supplier from a U.S. bank ace-
ount. In thi , the “export” sale is no different

~ from selling to0 a Us. department store.
Foreign department stores that use a residenit
buying officc have a shghtly different  payment
. . method. While thcy Ul ask for shipment to a U.S.
location, they may wis¥ 1o pay the U.S. supplier from
their foreign bank accounts. But the transaction can

. be arranged 5o that funds are transferred to a .S,

.. bank which will then ,pﬁ'mc U.S, supplier.
. (Transacuons of-thss type, calleqletters of credit, are
coveréd it detail in PART-41L.) ;They buysghis way,
because the Yesident buying ‘office normally does not
. 7 take title to thc.U S. goods. They. ate pfid a com-
. * mission for their service\Howevet, Kirby Block, on‘?

Drapery hardware )

of the jargc{_’ resident buymg offices, does buy for i

— Plastic place mats and coordinated place

* ngcnc—all l)pcs—-sleepwear and IOungcwear‘
* Rcady-to-w&r—

— Budget to modcratc wom;n s dresses and sports-

wear. N
?

— Children’ S v.ear—spec)ait) 1tems

— Boys’ wear~basebal} j;ackcts T-shirts, T- shm.!
.. with pyinted slogans.

~

* Costume jewelry—all ty'pcs-—émphasxs on fashion.
. * Men's wear—

— Socks | . -

- Tlcs—kmncd N

— Shms—pnmed specialties onls

— Accessories—belts, leather goods
* Giftware.

_* Toys and ga:ﬁcs and sporung goods.

* Textiles—for shipment to store’s manufacturer of
, garmentS. Piece goods are not sold over the

. " counter.

* Needlepoint kits. ) .

* Edrly Am_érican and colomal furniture.
* Patio furnitare

* Pocket calculators.

* Swimming poolus and accessories.
* Knockdown furniture. '
* Cosmetics and beauty products.
* Stationery. ‘ @’

*. Novelties, notions. -

* Do-It-Yourself tools (hand and power).

" own ascount. In this case, the U.S. supplier will be

pazd in the Umtcd States.

.DON'T WRITE Dcpartmcnt storc buycrs hardly
ever read mail. They don’t have time for it. They will
insist on seeing you. Thc) are particularly interested
in two, things. seeing the merchandise 4nd
determining what it will sell for in the store. Most _
buying offices have specific periods when thc) Nsee”
suppliers (or.as.they're called in the trade, tyc:r
resources”). Advance appointments can be made by
tejephone. When he sees you, the buyer will be
{pamculaﬂy .interested in:

I. Evaluating samples. If the product corhes in

" . Yarous sizesfcolers, onsham he’ ii_vgm to see

38" samples of exch:

R

.
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" BUYINGOFFICES IN THE UNITED STATES SERVING FOREIGN

DEPARTMENT STORES
—~~

Many for'cfgn départmént stores use the services of “resident” buying offices \n order 10 setk out and

purchase U.S. consumer goods. Here are some of the leasing offices.

* New York, N.Y. 10036 -

-

Aaron Schwab International * Kirby Block Marketing Serv-icc - Mutual Buying Syndicate

208 West 8th Street . - 292 Seventh Avenue . T 11 West 42nd Street

Los Angeles, Calif. 50014 New York, N.Y. 10001 _ New York,N.Y. 10036

A—tkwrighr, Inc.. McGreevey, Wernng & l-{mcu ', _ Products E.xchan'ge Company, De.
50,West 44th Street 225 West 34th Street 330 Fifth Avenue .

New York, N.Y. 10001

New York, N.Y. 10001

A&sociated Merchandising Corp. Maricent International, Inc. : ' _: R. W! Cameron and Co.
1440 Bro . Suite 5305, 200 Park Avenue ™ = 420 Lexington Avenue

New York, N.Y. 10018 New York, N.Y. 10017 < New York, N.Y. 10017

Felix Lilienthal & Co.. Inc. Metasco Inc. Retailers Representatr s, Inc.

-.~ 417 Fifth Aveaue International Division of 1372 Broadway
New Yok, N.Y. 10016 Allied Stores Corparauon New York, N.Y. 10018
. 1120 Avenue of the Americas * .
Independent Retailers Syndicate ~ New York, N.Y. 10036 .- Sears Roebuck Intgrnational
33 West 34th Street ) * 7401.N. Skokie BIV3.
New York, N.Y. 10001 - Skokie,lll. 60076

-

. 4,

.* from fdreign - department stores wilf make special -

* 2Chapter ;ngg?nﬁu the steps you can zakelo meet with
foreign buyers at these meéchindising events.
L ‘f’a Fv L. ) v ,- N
: ) - -
- '4 . .':tf\f"‘ . * . [ 4? } ) . . *

3

2. Evaluating price. The buyer will also want p'ricc
] sheets for his files. .
_ 3. Customer references. The buyer wants to know .
- who buys what. Foreign department stores
don't want to take a chance on unproven pro- .
ducts. ) o

S&pplier terfns and ability to deliver,
- If interested, the buyer at first may ask you to-send

samples to the store for evaluation. And before .

placing large orders, the sipre may start with tnal
orders to sezhow the product sells, and how the sup-
plier performs. P

MERCHANDISING SHOWS. Buymng office
¢xecutives attend the major U.S. merchandising

events such as major fashion weeks held 1n New York »

and."Los Angeles, the Chicago Shoe Show, the
National Housewares Show, etc. Sometmes, buyers

trips to the United States. Many consumer goods _
tiade shbws go to extra lengths to help foreign
visitors do business with exhibitors. For example, the

. organjZers of the National Housewares Show provide .-
" - a special Joupge for intetnational visitors. Buyers are
generally prepared to place orders at these evénts, ™

MADE'IN-US,A, PROMOTIONS,Many foreigd
departmeht stores have discovered that special

promotions, featuring U.S.-made goods, can be
successful. Recently. Au Printemps, 2 leading
Parisian deparginent store, sold more than $1.5 mil-
lion in clothing, linens, furs, and textiles. in a special
“MadgJ6U.SH1A. Week.” The U.S. Department of
Commerge hel;

who plan “Anffrica Weeks.” and it actively tries to

-stimulate other foreign department stores to consider

such themes. The U.S. Department of Commerce will
help defray part of the promotion expense; and help

‘the store tp locate and purchase specific U.S.
- merchandise. To get this p%otiog funding,

however, the foreign department gbres must agree to
buy a specified volume of U.S. ébmsumér goods. -
“Important point: The U.S. Department of Com-
merce will register U.S. firms which market certain
categorits of consumer products which have proven
to be best-sellers abroad in special U.S.A. Week
promotions- (The box on page 50 lists these product
categories ) When a forejgn department store agrees
toa*U.S.A Week,” the Commerce Department puts’
the store (0r jts buying office) in touch with the sup- "
pliers who are regitered with it. Byyers from the
store will often make special trips to the U.S. to visit
suppliers, frequently accompanied by Commerce

‘Department officials.

TIPS ON TAPPING THIS MARKET. fost
companies with a record of successful sales to LJ.S.
department stores should consider the following..

I. Make personal sales calls on buying offices of the
foreign depattment store. If you are a

o]
v

those foreign department stores

.




magufacturér, and have established sales’

representatives to handle your U.S. sales, get these
representatives to make the sales call. Remember,
department store buyers are bysy.,Telephone for
an appointment. As most buying offices are in
New York, try to set up several appointments. Put
your best foot forward when fequesting an ap-
pointment. Mention your product and the U.S.
department stores in the United States who
already buy from you. This is very important.
Brmg samples, mtalogs, and price’ sheets to the
meeting. . .

2. Register with the U.S. Dcparimem of Commerce
for thefr In-Store Promotion Program.
Registration forms are available from:

In-Store Promotion Program *
U.S, Depariment of Commerce
Office of International Marketing
Washington, D.C. 20230 /

3. Get' a schedule of the important merchandising
events to-beheld in the United States which cover
your produgt categories. If you decide to exhibit,
let the.show’s organizers know that you want to
meet foreign buyers. Even if you don’t take
exhibition space, consider visiting the event. Find
out if there’s an international visitors’ lounge and
what foreign buyers are registered to attend. You
might be able to do business. (More about this
aspect in chapter XI.)

4. Develop your sales plan! .

TO SUM UP. If you've been successfuf in U.S.

“department stores—yop might be able to sell to

“foreign department stores who buy in the United

!States.” The largest have their own buying -offices;

pthers use resident buying offices. Sefling them is no

different from selling to & U.S. department store. |

i Through personal contact, you may become aregular
mourcc .

-
—
. " L]
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THE TOP SELLERS: CONSUMER
GOODS WHICH DO BEST IN
FOREIGN DEPARTMENT STORES

(Many forctgn depanment stores hold “Made

US.A. Week" promotions These promoyons feature

U.S.-made goods, and frequently are accompanied

. by heavy adverusing and other merchandising supp-

ort. The U.S. Department of Commerce helps foreign

department stores hold such promotions. Here are
the products which seem 1o do best in these
_ promotions.

Y

. Housewares. kitchen utensils, thermos bottles .

and picnic kits, folding carts. -,

. Apphances: refnigerators and small electrics such

as blenders, poriable mixers.

. Heatproof and {gshion glassware.
. Towels, sheets, bedspreads., blankets, bath sets,

drapes, table hinens, rugs.

. Women's apperel. sportswear, dresses, lingene,

foundations, hafidbags,- belts.

. Men’s apparel. sportswear, slacks, jeans, shirts,

underwear, leather beits and wallets.

. Children's apparel.
. Sporting goods: golf clubs gomwar football

equipment and balls

. Games, educational toys, tncycles.
. Cosmetics.

1,
12,

Costume jewelry, hair accessones.

Tapes, record racks, greeting cards.
~




CHAPTER XI

SELLING THE FOREIGN 'BUYER—WHEN HE VISITS THE UNITED
. ST ATES

This éhapter‘wﬂl be useful to-companies which market all types of goods.

,FOREIGNERS COME TO BLY. Foreign bus-
nmn come to the United States for a variety,of
reasons. Some .come to call on regular suppliers.
“Some come to self—as the United States“s the
world’s Teading importer. Bat many come to buy
. from ndw resources. These businessmen may
represent a manufacturer who wants to puy
equipment or components for his factonies, or the
buyer may be 10 business for umself. He may be an
importer or a sales representative Jooking for new
lines.
Some foreign buyers arrange therr tnp to comnaide

- with an jmportant commercial event. a trade show or

industry convention.. The more sophusticated sisitor
sets up hus itinerary before leavang his countey. If he's
looking for new supphers, he often asks U.S. State
Department officials in his country to-help hum. U.S.
product directories are an important source of sup-
, plier information. Most American embassies have
commercial libraries that subscribe to the important

mecting buyers face-to-face when they come to US.
. trade shows, ]

HOW THEY BUY. A few foreign visitors will buy
on the spot. They’ll even arrange to pay; from a U.S.
bank account, and take delivery in the United States.
In this-case, your “export” is handled like a domestic

will place orders, but they'll want you to ship 1o a
foreign destination, and pay you from a foreign bank
account—after receipt of the goods. ¢This type of

will not place orders until they've had ﬁmi

N N

ones. Make s at your products are hsted in ap-’
propriate diredories (see Chapter XIII). There ts ¢
little you can do to make a foreign businessman visit

_ your com , but you c¢an take the mmamc in

sale™Unfortunately, this is a rare event. Many buyers

transaction is covered in PART I1.) Some, however, .

evaluate products and suppliers, mest hkely aftcr
they've left the United States.

IMPORTANCE OF TRADE EVENTS. Some 500
annual™CU S, trade shows and conventions attract
foreign wisitors. For example, the glpternational
Petroleum Exhibition features the™iatest olfield
equpment of both U.S. and foragn companies.
Thousands of 0il .ndustry executives attend the show,
400 foreigners were regastered as visitors at the 1976
exposition. A co ive list of all U.S. trade
events is published eadh year by the U.S. Travel Serv-
ice, an agency of ".S. Depanimernt of Commerce.
Their Direciory of the United States Trdde Shows,
Expusitions, and Convemtions identfies those shows
that encourage foreign visitors’ attendance. Write.
U.S. Ttavel Service, US. Department of Commerce,
Washington, D.C. 20230. Ask for the current edition.

¢

THE UL.S. GOVERNMENT HELPS FOREIGN

BUYERS. The U.S. Government helps foregn ~

buyers locate U.S. supplers. As menuoned above,
Amencan embassies have commercial hbranes which
the foreign businessman can consult pnor tohis U.S.

_trip. And the Commerce Department, through its
_ Foreign Buyer Program (FBP), helps buyers get in

touch. with U.S. companies.

\-

-

Here is how the FBP works.

1. He’p Jor the indivnidual buyer. U.S. State
Department personnel advise the U.S. Commerce
Department about foreign buyers who want help

. m making appowntments wth U.S. suppliers, FBP
officials can «denufy U.S. suppliers who want fo
meet the buyot. Once the fereign businessman

—
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o GO MEET THEM: FOREIGN BUYERS ATTEND THESE SHOWS

Each year from wn to twenty U.S. trade shows are targeted by the U.S. Depariment of Commerce’s Foreign

Buyer Program (FBP) to sthmulate forei buyer attendadce and to arrange meelngs bclwecn foreign buyers

and U.S. suppliers at the event. Here arg the &_P shows in 1976.* Z

_January 12-16, 1976 NATIONAL HOUSEWARES EXPOSITION . McCormick Place
. - Chucago
- January 9-14, 1976 THE TRANSWORLD HOUSEWARES Intl. Amphitheater
. & YARIETY EXHIBITION , : Chicago
January 18-21, 1976 NATIONAL EXPOSITION FOR Civic Center
N FOOD PROCESSORS . .. San Franasco
- February 1-5, 1976 CONCRETE & AGGREGATE SHOW Astrohall
) . ) ’ Houston
February 58,1976 ' NATIONAL SPORTING GOODS ASSN.— McCormick Place
: 47TH ANNUAL CONVENTION , Chicago
’ : AND SHOW : )
April 58, 1976 -NATTONAL MATERIALS HANDLING . McCormick Place
: SHOW Clucago i
April 28-30, 1976 SOUTHERN FURNITURE MARKET High Point, N.C
~April 5-8, 1976 DESIGN ENGINEERING SHOW McCormick Place
. Chicago B
May 2-5, 1976 . . SUPER MARKET INSTITUTE—SMI - .. Dallas Convesuon
> CONVENTION AND EDUCATIONAL Center
EXPOSITION Dallas, Texas
May 10-13, 1976 *  ELECTRO ‘76 (COMBINES IEEE/ Hynes Memonal Auaitorium
INTERCON AND NEREM) X and Sheraton Boston °
. ) v Hotel, Boston -
May 17-21; 1976 INTERNATIONAL PETROLEUM EXPOSITION Tulsa Exposition Center
- (IPE-ENERGY °76) ' Tulsa, Oklahoma
September 8-17, 1976 . INTERNATIONAL MACHINE TOOL McCormick Place
" SHOW (IMTS-76) Chicago
October10-14, 1976 ~ FOOD & DAIRY EXPOSITION *76 ' Atlantic City
- . : - v New Jersey
October21-29,1976 =~ AMERICANIEXTILE MACHINERY Greenville,
. EXHIBITION-INTERNATIONAL South Carolina
October 25-29, 1976 PACKAGING WEEK/USA EXPOSITION McCormick Place
. & ASSEMBLY . Chicago
Dmmba&lo. 1976 + NATIONAL PLASTICS EXPOSITION McCormick Place
- . Chicago .

h q‘heummmd:abonof!hctypeofshowcbmmnmeonaannmmypx.kodfox.9‘”and.9"8

K : _ : . ! - . .

arrives, FBP officials can arrange appointments
with U.S. companies. Since its inauguration in
1974, the FBP has hﬁped several hundred foreign
buyers buy a wide variety of products: fire engines,

®, .water meters, chain saws, and even a fleet .of
;éeondohand taxis,

2. Five ways FBP helps a1 zmde.s:how: Each year the
Foreign Buyer Program selects up to 20 trade
shows, thosc whose products have a high foreign
potential, - - .

52

a. The FBP stimulates foreign buyer attendance.
¢ show organizers must set up a meeling
place where buyers and sellers can meet.

b. The State Department publicizes the event 1n
foreign markets.

"¢. FBP officials ask theshow exhibitors if they

want to meet foreign buyers. Lists 6f these
firms are circulated abroad.

d. The FBP gets the names of foreigners who plan
to come to the show. These lists, in turn, are

60 '
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- given to the U.S. exhibitors. They are also
. available to nonexhibitors. )
e. FBP officials attend the show to help arrange
meetings between foreign visitors and U.S. sup-
, pliers. The box on page 84 lists FBP-sponsored
__Ltrade events in 1976,

3. Ijélp with specialized buying groups. The Foreign

Buyer Program also helps groups of foreign
buyers, usually in connéction with a trade show or
convention. FBP officials suggest itineraries and
help set up supplier appointments.

~ Example:_19 execytives with Dutch automotive sup-
Ply firns were assisted by FBP. Potential suppliers
were identified, appoiniments were made,” and
executives got red-carpet ireatment while in the
U.S. Results: $100,000 in on-the-spoy orders.

TO REVIEW: HOW TO TAKE ADVANTAGE.
Thousands of foreign buyers visit the U.S. annually.
Most establish their own inflexible itineraries:
There’s little a U.STcBmpany not on their schedule
“ cah do. But some foreign buyers has visited shows or
have asked the U.S. Government for help in locating
suppliers, A US.
increase ghcir chancés of m <

do some things to
these buyers.

pagy

L. Register with Commerce’s Foreign Buyer Pro-

gram. This simply requires you to send
information about your firm and product. It will
be kept on file if a foreign buyer inquires about
potential suppliers of products Like yours. Ask

0 to be placed on the mailing list to receive lists
of U.S. shows selected for the Foreign Buyer Pro-
gfan. Write: Foreign Buyer Program, U.S.
Department of Commerce, Washington, D.C.
20230, ’

-

2.

-

If your firm exhibits at a trade show, tell the
show’s organizer that you want to meet foreign
buyers.

. If you plan to visit a trade @how, check to see If

Commerce’s Foreign Buyer Rfogram has targeted
it for their special efforts. N.so, tell the Com-
merce’s Foreign Buyer Program—in adsance—of
your plans to attend the 3how, and your interest in
secing foreign bujers. '

. As mentioned above, some foreign buyers will

place orders which call for shipment to a U.S.
location and which will be paid for in the United

States. However, many foreign byyers may net- -
want to offer these terms. Don't tun them away . .
First, se¢ if they 'l change theirr minds after you've

explained your lack of expenence in exporting to
foreign locations, Many will then adapt {o your
wishes. (If they're unwilling and you stilt want the
business, transactions of this type are covered in
PART I of this handbook.) ’

LY

\ .
TO SUM UP. Thousands of foreign buyers wisit
the United States each year. Many are prepared to

place orders, take deljvery in the U S.. and pay for, .

the goods from a U.S. bank account. In some
cases, buyers have set up therr appeintments pnor
to thar departure. They have no interest in seeing
potential suppliers. In other cases, foreign buyers
vant to meet fiew supphers. They often :denufy
these buyers from U.S. Buyefs Guide and
directories. They ask for help from the U.S.
Department of Commerce :n meeung potenudl
suppliers. U.S. firms that want to meet foregn
buyers can register their interest with the Conk-
merce Depariment.

o~ : ,
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CHAPTER XII

~

SELLING TO U..S.A BUYING bFFICES OF LARGE FOREIGN FIRMS

.
[N

The previous chapter discusséd how foreign buyers
make short trips to the United States 10 locate sup-
pliers. Some big foreign firms buy such large amounts
of US. goods, they have ther own t.
office. Or they “hire” an indepeadent U .S.-based
company which speciahizes 1n purchasihg for foreign
companies. Foreign firms might. A

1. Establish their own branch office which does
nothing but purchase U.S. goods (This 1s
relatively rare.)

. About a thousand foreign firms now have U.S.
factones. Firms who need. U.S. products in their
home couptry frequently ask their U.S. affihates
to do the purchasing. - -

3. Many firms use independent U.S. companies who
specialize in ng for export. Some may be
“export merchants”—who will buy from the U .S.
supplier and resell to the foreign company. Others
work more as buying offices (as descnibed 1n

-Chapter X). These firms do not take title to the
goods. They are paid a fee (or commussion) by
their foreign customer.

PURCHASING PATTERNS VARY. Becoming an
approved supplier to a foreign buying office may be a

[

- time-consuming process. Sales may come slowly. On

the other hand, purchasmg may be simple and
straightforward. <
Some firms will ask for delivery in the United
States; they will pay you from their U.S.Aank ace-
mﬁiﬁbm may ask to pay frém abroad (These
ns can be arranged so that payments
actually are made_throygh a U.S. bank. For
informatien, see PART 11 of this handbook.) Even in
this latter case, buying offices in the United States
often help to arrange the transaction. So normally,
this type of a sale is just like sclljng a'U.S. customer.

THE LARGEST FOREIGN CORPORATIONS

-PROBABLY HAVE U.S. AFFILIATES. About

1,000 of -the world's largest companies have
established U.S. manufacturing operations. Many of
these U.S. affiliates have purchasing departments
that buy what's needed for thewr U.S. plants and
offices, as well as buying U S. goods for use in home-
country manufacturing operations.

S. buying

This chapter will be useful to suppliers of industrial goods.

THE SIEMENS STORY. The bnef descripion of
Stemens of Germany which follows illustrates this
point. Siemens, with worldwide sales exceeding 39
billion. 1s the fifth largest electronic company in the
world. Siemens has 50 plants in Germany Five of its
51 foreign plants are in the United States. Siemens
has established its U S. corporzate offices in Isehn,
New Jersey Purchasing for Siemens’ five U S plants
1s done here. It also purchases U.S -made goods for
Siemens’ other operations. Most often, Siemens 1n
Germany specifies the supplier

One purchasing executive states, “We either buy
from the suppher who's been spraified. or we'll scout
the market far an equivalent or better product at a
better price.” Information 1s Torwarded back to the
German requisitioner for their decision Purchasing
officials at Siemens’ U.S. corporate offices zlso keep
close tabs on the U.S. market for new products not
fikely to be known by Siemens in Germany. They're
helped in this search through subscriptions to several
U.S. clectronics trade magazines They: also use
Buyer Guide directonies and visit elacuomcs industry
trade events. Once the purchasing ‘decision 1s made,
Siemens’ U.S. corporate offices place the order, take
delivery. and arrange for payment to the LS. sup-
plier.

TIPS ON TAPPING THIS MARKET. Foreign
firms that buy through offices in the United States
often look for new suppliers. Thus, there's a chancc
you'll be contacted if you are histed 1n appropnate
Buyer Guides (see Chapter X1 for a discussion of
Buyer Guides). You may not realize it but one or
more of your customers may be a subsidiary of a
foreign firm. Thus, you may already be “exporung’
to their parent corporation.

This segment of the U.Sfor-export ‘market 1s
difficult to 1denufy. Thereis no no convement hsung of
independent buying offices. And even hsts of foreign
firms with U.S. subsidiaries won't neccssanly
indicate their purchasing needs for “export.”

I. Get a listing of foreign firms with us. subsidiary
companies. Two sources provide this information.

a. Direciory aof Foreign Manufacturers in the

United States. This 150-page book lists names,




addresses, and telephone numbers of 1,000

U.S. manufacturing subsilianes of 700 foreign

firms. Also indicated are products made. Not

all, of course, will have a purchasing

J department that buys U.S. goods for expont
. back to their parent companies. A good
(\ business library should have this directory.
- therwise, it's available ($7.50) from ’the
Institute of International Business, Georgia

State University,. 33 Gilmet Street. S.E,

’ Atlanta, Georgia Mz
’ b. List of Foreign Firms with Some

- Imerest/Control 1n Amencan Marufacturing
-and Petroleum Companies in the U.S. This free
directory hsts U.S. ‘subsidianes of foreign

_‘7-‘7

3 Be on the lookout for inquines frém U.S.
subsidianes of foreign firms or from thesr US.
buwng offices. If the foreign firm wants delivery to
a foreign location, and if they want to pay from a
foreign-based account, explain your inexperience
in handhing these details Request shipment to a
U.S. location, and payment from a L S. account.
They may agree. This situation 1s covered in detad
i PART 1I, "Developing Your Own Expont
Expertise ™ . .

TO SUM UP Man;?rgc foreign firms who buy
substantial volumes of U.S.-made products .either
have therr own U.S. purchasing offices or usethe
services of “resident” buying offices. Unfortunately.,
here’s no precise hsung for these firms. not an es-

firms. Contact: Office of International Finance / Umate of the size of this specialized U S -fér—export

and Investment, U.S. Department of Corf-
mesce, Washington, D.C. 20230.

2. Contact those firms that seem to be in your field.
Telt them about your mterest in supplying your
product for export to their parent company. Ask if

v they buy for the parent company. And if not, if

they know how it's done. (This approach might
even uncovér new domestic customers')

/’ '

market Most firms actively seek U.S. $upphers.
There's little 2 U.S. firm can do to mount an aggres-
sive markeuing ¢ampaign to reach them. Butifz U S.
company gets “export”’ orders from (or on behalf of)
these firms, then shipmenis and payments will be
similar to what goes on with U.S. customers .

Foreign firms with U S subsidiary companies are
listed in vanous directones. Approaching these com-
panies about the potential for “expygt” of goods o -
the parent company may uncoyer business oppoi-
tunities. »

"
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CHAPTERXIII ¢

THE U S. -F OR-EXPORT MARKET—-REVISITED

" This chapter will be usefpd to virtually all new-to-export firms.

‘A LARGE MARKET. MANY DIFFERENT
SEGMENTS. Probably ane of every thres export
shipmients leaving the U.S. destined for any one of
the more than 100 foreign markets was actaally
sold—or specified—in the United States. ‘For the
most part, the U.S. supplier did not have ta worry
about export shipping details, The goods were
‘Gelivered to a U.S. location. And the U.S. supplier
was paid from 2 U.S. bank account just like other
domestic businesses. The preceding chapters have
discussed the .11 segments that compnse this U.S.-
for-export market. :
Mast buyers (or specifiers) don't wait for UsS. sup-
pliers to contact them. They actively seek out present
-~ and potential supphers. Some ways in which these
buyers locate suppliers include.

1. Buyer Guides. Purchasing executives rely on a host
of general and specialized directories which list
suppliers for specific product categories.
Directories range from comprehensive general
catalogs such as Thomas® Register, a listing of
100,000 U S. manufacturers categorized by 80,000
products, to specialized guides covering a
particular industry such as the air-conditioning

+ industry. -

2. Trade Publications. Firms who purchase or spekify
- for -export frequently subscribe to spectahzedmc!
industry publications. These magazines anno
. - ©ew products, discuss product applications, and-
+  contain supplier advertisements—all potential
sources . of mt’grmauon for the purchasing
executive. d .

' 3 Trade Events. Buycrsmaxanendtracﬁshows,and

conveations,- to get mformauon about products
and suppliers. * -

U.S suppliers should make sure they are to be.
fisted in appmpnatcdmaones; they should consider
adwmisﬁxg in trade publications; and they should:
paruapatcattradccvcnts, evenxfonlyas a visitor, -

’BBYER GUIDES. Most export. buycts loawd in
the. U.S. consult Guide directorics. These
directoties of es and produdts are published

bybusmesmagaanes. usually as special issues, or by

* . publishers whose main buabes i puttmg out

directories. Most guides list all firms 1n a particular
industry, or for specific product categones. Lisungs

.in some gumdes are free, others cost’a nomunal

amount. Most will also sell adverusing space, or offer
an opportunity to include additional informauon in
the firm's listings at a modest fee.

DIRECTORY EXAMPLES. The'bes? Kidwn and

used Buyer Guide is the telephone companys Yellow
Pages. However, they're generally fimited to services
and supplies. One well-used guide to dndustrial pro-
ducts is Thomas™ Register, a six-volume directory
containing over a million listings of sources for
80,000 product classifications. Purchasing executives
at most large firms are subscribers. Thomas’ Register
i3 also found in the commercial libraries maintained
in U.S. Embassies and gomdam abroad, where
foreign businessmen wntercsted in ;ocaung U.S. sup-
pliers may refer to theg. /

An example of a Specaahwd :ndustry directory
published by a trade magazine is the annual directory
issug of Au Condiiomng, Heaung & Refngeraiion
News. This directory lists 12,000 suppliers
(whﬁsaias as well as manufacturers) of over 7,000
air condxtlomng and refrigeration components and
services. The Marketing Directory of the weekly
magazine Anation Week -and Space Technology lists
suppliers for 2,000 different products.

Most guides pride themselves on being com-
prehensive. Thus, they may sohicit your lisung. And,
if you are not listed, they’ll welcome your inquiry.

TIPS ON GETTING LISTED Listing in appro-
priate guides is a must for those firms who seek U S..
for-export business. ,

1. Identify the most important general and specializ-
ed Buyer Guides covering your industry. The box
". on page 57 suggests sources for :dcnufymg such
Guides. Q
- 2. Contagt ‘the publishers. Indicate your interest in
listing. Include brochures or catalogs descnbing
your products. You'll probably get back a form to
complete. Some Guides offer free lisngs. Furms
may have an option to include adgditional
information at a modest fee.

o~
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EXHIBITING AT TRADE EVENTS. A Popular Guides. Associations themselves often publxsh
. ' way to attract new customers and cement product digectories.

reJationships with old ones is to exhibit your products 5
at a trade show. Many attract foreign as well as U.S -
for-export buyers. Some events generate more
interest than others. As a general rule, a majpr trade
show or convention geared to an industry domng 2 3. The US. Department of Commerce Indusiry

. Trade Magazines, Editors of mdustry magazmes. -
m_your field can recommend guides. Their magaz-
ines, too, are hkely to have supplier listing 1ssues.

iving export business will attract both foreign and Spécialists’ The, Commerce Department assigns ¢
.S.-for-expogt buyers. If your company exhibits at officials to follow practically every U.S. industry.
. these events, ybu can take action to help am'act the They are generally willing to 1_den_ufy appropriate
> - U.S.-for<export buyers. ] . = guides. (They also can identify important trade
. : ) associations, industry magazines, etc., as well as

1. Alert your personnel auendmg Lhe event to ieok provide a wealth of other :nformation about your .
out-for U.S.-for-export buycrs industry.) Write them. Bureau of Domestic Com-

merce, (BDQ) U.S. Department of Commerce,
Find out from the event's organizers if speczal Washington, D.C. 20230. Or delephone (202) 377-

)ffms are being made to attract export buyers. If 2000. Ask for the specialish who follows your
50, register your interest. industry. .

3. Insure you are listed 1n the trade show's catalog. 4. Specwalized Direciones. Directories of directones
These are used as supplier guides long after the even exist. Gude 10 Aniencan Directones lists
event. 1,500 directories, identifying for each the audience

. , L . ] " it tries to reach. It's probably available in nvost

Even if you're not an exhibitor, you might still be business libranes. Published by. B. Klein

dble to meet export buyers seeking products similar Publhcations, Inc., Rye, New York 10580. Trade

to yours. Find out (preferably in advance of the, Directones of the World bsis U.S. and world buyer
event) if there’s to be a foreign visitors’ lounge—and: gudes by mndustry category. Subscnipuions are

~. whether a list of export buyers will be published. available ($25) from Croner Publcauons, Inc.,

} Quezns Village, New York 11428.
TO SUM UP. So far, we’ve covered the large—but . A
frqumﬁy WCﬂOOkGd—U.S.-rOY-CXpOﬂ market. It's —

possible for you to develop an “export” business
without leaving the United States, and you won't
need any special export expertise. Shipments gener-

ally are made to a U.S. location. Thus, the seller You may be happy just with this export market
doesn’t have to worry about export details. You will  segment. You may not want, or have the resources, to
get paid from a U.S. bank. do more in export than this. But some firms may

want to do morg.
e ] *
M PART 11 of this handbook gives guidance on

- BUYER GUIDES customers located abroad. There will be oppor-
: tunities to get profitable business if you're willing
Muke sure you are listed in appropriate Buyer 1O Ship to the foreign locations, and if you're willirig
" Guides 1f you want foreign business. Most firms will 'O 300¢Pt €xport payment arrafigements. You'll have -
know from experience what major directories coyer 10 B¢t involved with the “paperwork™ of export,
their ipdustry. But if you do not, here is howlto  You'll have 1o become familiar with some of

specialized vocabulary of export.
xdcntlfy potential Buyet Guides in your field. Specialists in District Offices of the U. S\

1. Trade Assocations. Assoqation execulives in your Department pf Commerce can provide g.udanoe See .
industry can provide a listing of i 1mponant Buyer listing on in side back cover.
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- PART TWO
\

~ DEVELOPING YOUR -OWN
 EXPORT EXPERTISE

*ix****v{*

PART TWO serves as a guide to assist firms develop their own expertise in the field
of exporting. This portion of the handbook is divided into three sections—each
geared 10 a specific thrust of foreign market operations. A brief introduction
precedes each section, explaining the chapters included therein.
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SECTION A

-

HANDLING INQUIRES, QUOTATIONS, SHIPPING, AND PAYMEN’I.'S

POTENTM./I:\FOREIGN CUSTOMERS. No
matter what your product, chances are you'll get
letters from “foreigners asking for information—or
even enclosing orders. Most U.S. firms ignore these
inquiries. They are uncertain of how to handle exp-
orts, Others treat the inquinies like those from US.
customers and end up making costly mistakes. A few .
realize that with a little knowledge, profitable sales
can be made.

This part of the handbook 15 for those firms that
want additional business—without having to spend a

~ .

N

- ’

lot of ame and money 1n getting it. It describes how a
firm can handle inquinies, prepare quotations, ship
goods, and get paid.

A BIG BLDGET UNNECESSARY. While you
won't be buxidmg a big export business in this stage,
you won't be spending a lot of money—or time. It
won't hurt your cash flow (in fact, it might even help
it), and you won't have to hire specialists. The export
sales you do make will be profitable. And remember,
most successful exporters started this way.
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CHAPTER I

WHAT TO DO WHEN YOU GET INQUIR{ES FRO’M ﬂBROAD

INTRODUCT I N Us. companms expori because
it is profitable. if you ask their managements ab-
qut the backgxound of their first order, they usually
_will rcply we'received a'query (letter) frdm a foreign

. firm.” More US. compames become exporters -

because they get inquines from foreign firms than for
any other reason. Knowing what to do when you

receive a foreign letter may be the key to starung a :

thriving expbrt busm&

HOW FOREIGNERS HEAR ABOUT YOU.

- businessman abroad may already know of your pro—

-duct. Here's hox_.v

"1 A foreign businessman may see your listing in a”

" 4.S. Buyer's Guide Directdry. Many foreign
firms, particularly sophisticated ones, either buy
these guides.or get one from a friend in the States.

. Other foreigners may use the guides on file n
American Embassy libraries,

2. A foreigo businessman may see your
advertisement or read about your company in an
American magazine. Many U.S. magazines have a
large foreign circulation. For example, Chemical
Week has 8,000 readers outside the United States,
15% of it€ total circulation.

« 3. Your product may ilready be abrdad and you
may. not even know it! Even if you haven't ex-

- ported, somebody else may have shipped it

-.- = overseas. How did your_ product get there? Many
~  foreigners come to the United States—some to

. buy or sell, others are tourists. They may buy your
product and ship it home. Also, don’t forget that
25,000 foreign students go to American colleges.
. Many are children of prominent businessipen
-abroad. They often act as “the eyes and ears’) for
their family's firm on new U.S. products and sup-
pliers.

-—

L]

- -

WHAT sox'r " OF INQUIRIES? Most, but not all,

forcign Tetters will b€ in English. Some will be in a_

forcign langudge. Spanish is most likely because of
the hige $20 billion Latin American market for U.S.
exports. Hawever, ypu may also get inquiries_in
Germar, French, Italian, .or in the more exotic

~ . tongues siich as Arabic or Chinese. Foreign language

inquiries may pose special problems uniess someone
in Your firm can translate thérh: -

< 3 r

~ . Y,

-
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WHAT TO DO WHR'H LETTERS IN A FOREIGN
LANGUAGE. Y‘qu have several opuons.

. File 1, Thxs may he your wisest choice,
pamcularly if you do not plan a deep involvement .
in export. Chances are the inqtiry won't lead to

. business. A serious customer would wrnte in
English. o

2. Send the letter back with a pote Lhat your firm
only corresponds n English. If the foreigner 1s
interested, he will have his originat letter
translated and send it back. -

3. Translate the letter. (More about this on page 64).

WHAT ARE INQUIRIES LIKE? Some firms will
want to use your product. Others will want to sell it in

*their market. Both will want product and price

information. You will be asked for samples if you
make consumer products. Some firms may know
your product and t to place an-order. They will
want delivery dates and esumated shipping costs
perhaps on your product delivered to a U.S. port or
to a logation 1n their country. However, other letters
could from individual businessmen who act ag
sales agents—similar to manufacturer’s
representatives. Thcy ustally scll on commission
only .

’
o

LETTERS- FROM THE GENERAL PUBLIC. -
Some letters will be from individuals. Remember,
most of them do not have any prchasing power "
students, housewives, or would-be entreprencurs.

. -

OUR ADVICE. Obwviously you won't pay much
attention to letter wnters who can’t buy from you,
such as would-be entrepreneurs or poorly financed
imporung firms. Without export experience, try to
confine your sales efforts to firms that can take
delivery in the United States,' and, that agree to pay
on a cash-in-advance ot cash-on-delivery basis, or on
the same terms you use with U.S. customers. And, at
this stagq, we suggest you deal only with firms that
correspol¥d in English.

Expo can be difficult and expensive,
the experienced. You may lose business following
adwvice, but you won't lose money. And once you “get
your feet wet,” you will find after all that you can
broaden your export efforts, ~




mqmry_, the {oliowmg is our sugg&suon on what to do
in this initial stagc

I. Reply to all lctter writers except”to thosc who
obviously wor’t turn injo customers. Why corre-

. nd if no business wﬂl come®Trom ydur letters?
/E)Sﬁte your pohcy on cxpon in_your iitial letter.
ne Do not be bashful about your ncw-totcxport

‘e

~

. mail

‘,‘A'

status. - )

" 3. Enclose lnformatxon on your product (See page
. 7 for a sample letter on'\how to r@ly to foreign-
lnqumcs ).

4. Set up.a file for forei lettcrs ‘They may tumn iato
“live”” prospects as‘your export business-grows.
Or, if you ¢ontraet a speclalwcd export middleman
to arrange your export sales, he’ lLusc the ﬁle

Sidney, A ia may tgke 2 months to arrive. Byjct
depending on the destination. Arr airmail letter
rica or Asia will gost:more than one to Europc

or Latin America. Special tip. if a foreign firm's letter
shows botka strest address and post office box, write
to the P.O. box. Mail delivery in some-countries is so
unreliable that even mmportant firms, prefer to have
to their post office box

- ﬁ take only 4 days. Note: your pastage costs will *
to

TO SUM UP. Many U.S. firms_get inquiries from
abroad without seeking them. The hew-to-export
ﬁrrl should note that, some of these [etters may lead
to “‘easy” sales. Some foreign customers will accept .
delivery in the United States and will pay aithél ona

cash-in-advance basis or on delivery.

he 2
<«

'A later chapter dxscusss ha.ndhng inquiries that call for '

forgign delivery.

. WHAT IF LETTERS
IN A FOREIGN
: ® LANGUAGE? -

. @dsg Amcncans £an’t ' d or write another
language So what ta. do 1f "you get inquiries in

‘} - ) LY

T
EJ - ‘

'
A}

Spapish, French, Italian, or German—the .major
commercial languages abroad? If youaren't ready for
a-concentrated effort, we recommend a reply

in English. Aleoglze for your lack of response in .

their Janguage and ask them t late their letter:

If you're intefested in developing your exports,
letters can be translated, butdon’t do 1t yourself. You
may be able to Ppuzzle out 2 letter for yourself, but
you re likely to, [iss an important word or two: Here
are some suggcstxons ) o

¥

1. 'Check with your bank If 1t has an international
- déepartment,’ it 'will be ablo—and wxlhng-—to
translate your letfer.

Contact the U.S. Dcpanment of Commérce’s
District Office closest to-you, Its intcrn'auonal

business specialist may suggest a “‘free source,™ or -

grve you the names of comppercial translation ser-
vices A list of addressesfs)

back cover.

YOUR BEST- BET. A COMMERCIAL
TWSLATION SERVICE. You'll find trapslators
in every US city. They handle every type of
document from single-page letters to contracts with
complicated engineering specifitations. Charges for
common’ commercial languages such as Spanish,
German, Italian, and French average $6.00. per
hutidred words, usuglly with some minimum charge.
A Washingten, D.C., translation édmpanmy charges 4
flat $10 to translate a one-page letter. Check the yel-
low pages of your telephone directory for a [st of
translation firms or ask the nearest Commerce

Department District Office Tor its suggestions’. Aft., ]

translating the inquiry, you may find it's an *“‘easy-to-
sell” inquiry! .

Y

.

'Of the l’4 000 commercial banks in the United St.atﬁ, some

" 300 have international capabilities, .
The Amenican Translation Association has a ProfeSional -

Service Dxrwtory It lists 700 firms which have all passed 2
speaial translation competery test good business
library should have 1t (or contact them @ P.O. Box 129,
Croton-on-Hudsop, New York 10520.)

A
. .

fiven on page inside

\ WRITE Al ! Seg mail can take weeks, even o"
‘months. nail takes only days. A sea-mail fetter t ) “ %
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: ¢ A YOUR COMPANY INC T
R S _ U171 MAIN STREET  © ;. .
BT S "_HOMETOWN. VIRGINIA 22101. - : )
L . " 703/821-1860 , - S
A o : Y RS PR
. TP -,' -, L) . " ) X \_/ )
I : ‘ (A general “vpeply to a foreign inquiry . AV
. _ . for a new-to-export firm)-
e .. April 1, 197-
ABC, Refrigeration T
1500. Rembridge Crescent - ] ‘ ’ .
London, MK 46 4BN England ) T

Gent"remen

. Py . -
S

Tha?lk you for your letter dated (name date). "We have enclosed informatian
desgribi ng our products. ,

v

.Our f'ihn is’ 1nterested in supplying you with our products However, we are

- rrew,to international business. For now, our pohcy is as, Hows /
o

. 9
1. All foreign. orders must be shipped to a destinat1 the United

States
. ’ 4
T2, Payment in dol]ars mus*t’accompany orders Our terms are (name terms)
for customers with satisfactory credit ratirgs who can arrange payment
from a U. S bank account. , «
3. _Al'l_ cqrrespondence must be dn EngHsh -

N N cL
T a. He regret if this policy causes you fnconven'ience. Our U.S. market is growing
. 50 fast we must postponeour plansto sell outside the United Stabes except

- under the conditions outl ined ahove. -

Our products' have vride acceptance in the Uni ted States. Some of &ur cus tomers

';," . *»inc]ud (name customers).- R L -
:; : ‘He loob forward to your reply. I (\
= . ) . R ’ . T ; - N / .
s T ~ Sincerelyy. . —
"‘Jgr . R "-‘ .- e/ ~ - . oo re. Q/ .
"‘. * - 9 :-t,‘ . A =, . . -
P P . ' NelsonT Jd’yner, Jr . / -’
-0 T President - Co B
65 70 S




A | CHAP/T)LRJ'_I_, )

‘ HOW TO HANDLE THE “EASY TO-SéLL” INQUIL

./'

INT RODUC’I’ION Many U.S. firms have no time
for export as they are busy taking care of U.S,
customers. However, some foreign customers will
accept delivery in the United States. Some will pay
you cash in advdnce-or from a U.S. bank account on
delivery. This-is ‘splus business.” As you can get it
with little addmona] expense, this is the “easy-to-
sell” inquiry or letter, In this chapter we will discuss
how to récognize one and how to convert it to a sale.

HOW- 'I‘O RECOGNIZE AN “EASY-’I'O-SELL

INQUIRY. Here is what you should look for to
determine. if you have an “easy-to-sell” mqmr;uhat
wil} turn into a firm order.

L. The letter must be in English.

2, It will agt«{or price and dehvcry information. It
“Iooks like™ it will lead to an order

] 3 Itml!sfot\slnpmcmtoaus locmzon .

4, Most hkcty this ty;;.of letter will come from a
farge foreign manufacturer, perhaps an ol
company, 3

foreign government. It indicates you will be paid
from-a U.S. bank account. See page 67 for an
example of an casy -to-sell” inquiry. :

-

s 8

Ed

CA.NADA AND PUERTO RICO ARE SPECIAL

.

.‘»

CASES, Inquiries from Canada and Puerto Ricq

’

'q"

,cgnld be “easy-to-sell” inquiries even if they request
ipments to the customer’s plant or warehouse and
even if payment will not be in the United States.

Puerto Rico: .U.S. fitms shipped $2.9 bilion worth- .
of'goodsto Puegto Rxoom 1975. Puerto R:oq:s nota .
forc:gn country but a Us. territory. Doipg business "

-

in Puerto Rico is much like doing, business in the
United States, English is ustd i business; the 4.5,
dollar is the official currency and many “mainland™: -

to Canada, our largest “expart’ymarket. Doing

. essmCanada:salsohkc’domgbusmmmthc

*", United States. English is used commergially in much

. of .Canada#Consumer and industrial buying hab¢
are practically the same. Communications are excel

mpanies have Puérto Rican branches.
é:mdd.t U.S. firms exported’over S11 billion last -

Ient to and within the counitry. The Canadian dollar
is almost thcsame as the U.S. dollar and there are no
curgency. restriction. Mo;t banks readiy convert

large buymg gooperative, or from a_ . ,

Canadxan to U.S. dollars Largc Canadiat¥ firms
usually keep U .S. dollar accounts. You will have few
problems in shipments to Canada. The Canadian
governinent imposes dohies (special taxes) on most
U.S. goods However, duty payment is your
customer’s responsibility.

- -
-« . Ve

HOW TO REPLY TO AN “EASY.TO-SELL"
INQUIRY. The “easy-to-sell” inquiry comes in
English. You will reply Enghsh quoting ,yo,
product pnice at your factor) plus the shipping cost
delivered 10 a US. locatior. You will also ask for
payment with the order—provided you are gytisfied
the, foreigp firm meets your credit requirenteiits (this
is very important'). If the firm follows up with an
order and a check, you havé no n% If the company
prefers to pay on delivery or with your-regular ship-
ping terms, you want 10 make sure they can pay their -
bills, .

HOW TO ANALYZE A FOREIGN LE’I’TER A
letter’s appearance can often give you clues as to thﬁ/ I
firnv's importanct, Watch for these pgints.
1. Is the letter typed? If it isn’t, chances are it will ~ /
never bz an *‘easy-to-sell” inquiry. »

- 2'Is it on a business letterhead? Letters from °
individuals or *“firms™ without business -
letterheads Hardly ever result in orders. They
usually indicate “catalog collectors . -

3., Does the letterhead have a tclcx and/or cable ad-
. dms, bank references, etc.? If these items are °
missing, it probably vnll nét be an “casy sell.”

.

THE FOREIGN BUSINESS = -
LE’ITERHEAD

-

. Ifwu reccm: a letter from abroad——c\'m J Wsina
foreign language—what's. printed on the letterhead.
can . give you a cluc as to the company *s worth. Here
are’ elements to look- for.




’- ) ' . L . ) ) . . /
ABC REFRIGERATION €0.,LTD. -
Pos:_omce Box 25 / 1500 Pembridge Crescent /| Lopdon, MK 46 4BN England

-

01-355-1414 : - - ‘ Benks Umoo Bank. Lid
px- §25540 : ) ] . Botish Baak, Lid
s ) £

(A sample of an "eagy-to-sell” inquiﬁ from 'abroad)

T } . Raferaneg 12-76
LI », 4 /

*

’ - 3

i"Welmd‘rzrs‘t‘an‘dYC![tr:anﬁmmﬁJ.cema.ch.l.n&s; Pleaseqmteyom:b@stgncearxi
delivery for three (3 yan:l-bdelm.lcenakmgnadmm sh:.;pedcoom-
agartinNavYork,JchnA.Daya:ﬂOa:pany .

tpcnreda;iptofthisinﬁo i ms%nx:tcnmagenttoplaceanorder
with you for these machines. we have arranged to isswe you a
ck, i upon\lste Intern! tional Bank and Trust in

y for ¢ '\pﬂﬁmlme Welookfomard -

. LAPT .

ey v N Sincerely, ‘ ) i

. . , ) ) » . . o
i) x . .

o tm—— = s

.y . - . A,

New York. )
ﬁeregdthisequi;nmt

R , R E. Jomes -

. Managing Director

. .
- - - v )

This inquiry looks as if it is from a substantial firm, Note that the company lists a telex address and.iwe bank
rc}'ennces Further checks uldbcmadcwsecxfthcﬁrmubswdmoncofzhed;reaona;dcr;m"edo" pagse - -

' M. Atelephone qall to the R section of the U.S. Department of Commcroe (see page 68, .5 anothcr guick
way to check on foreign firms.
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FIRM NAME/ADDRESS. Is the firm wmcorp-

prated? This ysually, but not always, 1s an indicauon

of substance. US. firms generally use the ab-

breviation “Inc.,” for incorporated. Here's what to
- Jook for in various countries.

Country Equivalent to
v B o Inc.”
Canada, United Kingdom.........ccoveveeevreeeennnnn. Lid.
Germany, AUSEIA ..........uenecvvirrimieercereireeerniennn AG.
France, Italy, Spain, .
Portugal, Latin AMerica .....ccoeevveveeveevnrrreerinnans S.A.
SWEDN . iiviieesrrinrassiniinirereereerrerenreneven e nanees AB.
e L U K.K.

If the firm’s country is not included in j
this means it is using a “domestic” luj‘h&d and

expetience.

"Cali (202) 377-2000 ang ask for!

L Y

LS. State Department officials stationed abroad
(Foreign Service officers) analyze foreign firms as to
their abxh:g to buy US. goods. Their recom-
mendatiods cdte in special World Traders Data
Reports (WTDR’s). However, . yOU £an find out if
there isa WTDR on the compa);q that wrote to you.

WTDR section of
the Bureau of Internetiomsd merce. If the
WTDR Section has 2 firm on file, ask if you should
do business with this particular firm. If the answer is
*“yes” you are almost sure that it will pay its bills. If
the firm is not on file, you may want to request a rep-
ort (it costs $15 and may take 30 days), or you may
check other sources. They're listed below on this
page.

TIPS ON SENDING LETTERS. All your letters to
foreigh firms should follow the three “P’s™ of
international business correspondence: B Precise, Be

one )ndxcation of no intesnational busihess ompt, and Be Polite. Here are some spedific tips on
, g

CABLE ADD&ESS Sophlsnmted/worid traders
generally list a cable’ address. This is a “code™ of ten
letters or less registered with the telegraph office that
stands for the firm's name and address. If you want

to cable the firm, just use the cable address. It's a *

“shorﬁ cut” to save you money.

LOOK FOR TELEX ADDRESS. Expcncnwd
companies also have a Telex address listed on the
_ letterhead. Telex is another means of transmutung
messages. “Calling™ a firmit g elex requires
knowing their Telex address—a series of numbers not
. unlike a firm’s telephone number. Note: firms that do
not have a cable or Telex addiress on their letterhead
probably aren't experienced intemationally, and may
not be able to accept delivery of prodycts 1n the
nited States.

OTHER INFORMATION. Other lcttcrhcad
information to Jook for: A firm with branch offices 1n
manycmesorcountnsnngﬁthstthanonthc
letterhead. Banking references might also be inc-
luded. Look for the firm’s founding date. Importers
will frequently list foreign manufacturers and/or the
brand names which they fepresent, an cxcelient
source to check?’zfyou recognize a U.S. hame.

CHECKING ONTHE FOREIGN FIRM. Youcan

climinate many foreign inquiri thxough a quick ™
gnalysis of their | busjness lefterhead.
On the ones that survive your first cul, you can easily
, check to make sitre they are from tial firms. .

' One source: The U.S. Department of Commerce in
Washmgton. 1t maintains files on 150,000 of the top

importing organizations throughout the world. If i
doesn thave a fileon thcﬁxm,proeeed with caution’

-writing which will help you develop business.

1. Respond immediately to an “easy-to-sell” inquiry.
A tardy reply may cool lus ardor for your, product.
1
2. Make sure your nstructions are complete so that
the customer can plgce an order without amy
further correspondence.

3. Address mail accurately. Use airmail and double-
check for the correct postage.”

4. Make sure your obinpany address is listed on your
envelope. If not, you won't gct it back if anything
goss wrong.

‘Conmider telephoning polesial customers .o Canada or
Puertc Rucc. and .f lakguage 5™l a barner, thunk about

calling customers in other countries. are npot
expensive, You can dial direct to Canada and Rico.
And remember, you can accomplish much iy telephone

that you can’t in z-lettef.

SOURCES OF INFORA
FOREIGN I

The following sources can help yowcvaluau:a foreign
mqmry © .

1. Fortune’s 300 Largest lndusma! Firms Operaung
Owslde the Unmied Siates.” the world's largest
industnal firms with esumates for their sales and
profitability. A good business Library will have this
list availabde. (But temember, even the largm
fums may Be “slow payers.”}

rJ

Jane's Major . Compames. of Europe. Lhe largest
European companies, by industry. Reported for
cach company: anpual sales, exports, number of
plants, etc. Onlﬂarger business libraries will have
lt.
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3. Dun & Bradstreel's Principal International
meame: lists over 44,000 major foreign ﬁ%
* for key areas of “the world. Larger busm
*libraries should have it.

4 Europe "s 5,000 Largesr-Companies. Boucher, Ltd.,
publishes this directory of manufacturers and
trading (export/import) companies. Agan, only
the largest business libraries are likely to have it.

5. Commercial banks BanKers have a vast amount

of information on foreign {firms, or they can easily
get -it. "Banks with international departments
usually have this information on tap. Other banks
will get this information from larger U.S. banks or
foreign banks with whom they regularly do
business. are cﬁlled “'‘correspondent
‘banks.™) . g

6. World Traders Data Repom {WTDR's). The
US. Depanmmt of Commerce maintains reports
on 150,000 foreign firms. They re available for $15
apiece. If a firm isn't on file, the Commerce
Department will get one for you. Contact: WTDR
Section, U.S. Department of Commerce,
Wahmgton, D.C. 20230. . L}

1. Foreign embassies in Washington. The com-
' mercial (business) section of most foreign
embassies have ditectones-of firms located in their
counuy Some, but not all, embassies may be wil-
ling to share this information with you. Inquire.

WHAT IF A “PRO FORMA INVOICE" IS
REQUESTED? When you write to foraign firms

. that “look good,” some wll respond and ask for a

more formal pncc quotation, called 2 “pro forma
invoice.” It isn’t a real invoice. It's only a quotaton,
but in an invoice format. You will rarely see one in

. domestic business, but they are frequently used m

international trade. A foreign firm wll ask fog a “pro
forma™ because it svants to find out, in detail, ghat
they will have to spend to buy your produa.'l%

they will want the totg! cosincluding packing, US.
domestic freight ¢ (from wour factory to the
port), spare parts, sometimes even ocean freight, etc.
Importers in Africa and Latin ‘America may need_

* “Pro forma imvoice” to comply with local xmporr

regulations. )

HOW TO PREPARE.A “PRO FORMA " They're
easy to do. F'u'st, list the pricg of your product on

your regular invoice form. Then pnnt or type “Pro

Forma Invoice™ at the top. Bc sure to include thc fol-
lowing mformauon.

L our firm name and a'cldms. (It's prqbably
printed on your invoice form.) .

*

2. The foreign customer's name and address.

- 3. His letter reference m.uﬂ’o?' or the date of his )

inquiry.,

4. A brief dcscnpuon of your goods Th:s 3
particularly important.

5 Your terms of* salc {Cash in Advance? Cash on
Delivery?)

6. The total invoice amount, i.c., all charges which
yOu are passing on to the customer for him to pay.

See page 77 for a sample “pro forma™ invoice.

KEEP GOOD RECORDS. Doing bu.*’:sx with
customers around the world may call for special
record-keeping. Here 1s a sumple system that many
exporters use.

1 Assign a reference number to all pnee quotations.
For example, some exporters use the year followed
by the numver of the quote. Thus, “reference.
76-13" would ndicate the 13th quotation made
in 1976. .

2..File correspondence alphabeucally by foreign
country.’ If you anticipafe a lot of correspondence
with a specific firm, set up a separdte file for 1t
within the country file.

3. Institute 2 correspondence followup system
which will let you know what foreign letters
haven't been answered.¢ -

s ¢
KEEP YOUR PROMISES. A good way to !ose
customers is to bredk promuses. The b
complaint from foregn .mporters about U. p
pliers is a failure to ship as promised. Your first order
is particularly importamt as it will shape your

. customer's, smage of you as a dependable or

nondependable supplier. On a Europgan trip to
investigate the export potental for g group of
minority-owned U.S. manufacturer§ one saes
executive reposted no apprchms;on abopit their being
minority owﬁeg But importers were worned about
the ability of th Tos “10 deliver™ as none had any
export experience. If) Ou are new-to-export, Joumusi
take two extra prmunons

s

The country may be omitted from the foreign firm's
letterhéad, Thus, expenenced exporters staple envelopes to
letters they recaave from abroad. The eavelope postmark of
its stamp will identify the country.

‘Old export hands indicate. that a tardy reply isn't the only
reason a foreigh firm may not write back. Sordie may never

have received your onginel letter—perhaps 1t went by
mmfil or someone didn’t use the correct postage.
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1. Do not make delivery promises you can't keep.

2. If delays are inevitable, tell ybur customer. -

immediately—and give. him a revised reahstic
shipping date. o

TO SUM UP. You'll get nquines from foreign
businessmen about your product. If you're not
interested in, or can’t-devote.the time to exporting,

™~

— . -

" then respond only to “‘casy-to-sell” inquiries. They

will be written in English and most likely will lead to
an order which will call for shipment to a US.
location and payment from a U.S. bank. Don* waste
much tife on the others. Ignore those that come
from housewives or students. “Easy-to-sell” leads
may be few and far between, but they mean ad-

- ditional profits.

¢ . (3




' CHAPTER III

g

INTRODUCTION. So far, we have concentrated
on export sales that do not require shipment to a
foreign location, However, mardy potential customers
may be unable o1 unwilling to accept delivery in the
United States.
With little additional risk, you can accommodate
them. But td'do this you must learn and understand
. the special “language of export,” the various types of
export terms. This chapter discusses the shipping
terms common o0 export transactions, identifies ship-
ping documents that may be needed, and describes
freight forwarders—specialists who can handle all the
export shipping details at surprisingly low fees. A
word of caution: thousands of U.S, firms ship their
goods to foreign customers every day. Practically
every transaction goes off without a “hitch.”
However, a few will be delayed or canceled because
the exporter failed on his paperwork. So don't
hesitate to"ask for advice

EXPORT SHIPPING TERMS. Understanding ex-
port shipping terms becomes easier when you and
your buyer understand two things. First, who

ebsorbs the costs involved in shipping your goods
from your loading platform in the United States to -

“your customer’s receiving dock in a foreign location.
(The box on page below identifies ten possible costs

of export shipmetit,} Secondly, who owns the goods
- " at various physical stages of the export shipment.’

¥/ bo owns the goods—you or your customer—is an im-.
portant question when damage, loss, or pilferage takes place
onthclongﬁipﬁ*omyouxfac}orytohismrebousc.
- . L §
. b hd * i - .
'I'ENPOSSIBLE COSTS IN AN EXPORT

[

Depending on the country and 4he mode of
shipment (by sea or air) there are costs involved in an
_export #tansaction. In some cases they can equal or
exceed the value of the goods! It is important to know
who will pay-these costs: you or your customer. And

© if you havete ﬁ those costs, you'll want tg recover
. them, Either them to your invoice or include

-

them injﬁe} price of your goods.

SHIPPING YOUR PRgDUCT OVERSEAS

I. Export packing. Most shipments by sea call for
special packing to protect the shipment from
rough. handling, pilferage, dampness, or
humidity. -

2. Transportation costs from your factory to a sea
or airpori. These are called "inland™ fragh
charges.’

3. US. and foreign port cHarges. There may be

for unloading or loading, or storlng
or fof dock space before they are loaded
ship

4. Customs documentauon charges. Some foreign
countries reguire al documents to 1dentify
the ongin #ndjor value of the shipment. Some
cargo, suchk-as.livestock, may requre special
inspection ¥ertificates. .

5. Freight forwarder charges. Most exporiess use

. international freight forwarders to handle expon
shipping details. Their charges are nominal. The
foreign customer may als_g}usc one to handle his
impons’ " - -

6. Freight costs to the foreign country. Foreign
freight charge<"depend upon the type of com-
thodity, its weight, its volume, and its mode of
transportation (sea, air, or truck)., ’

~J

. Insurance costs. Cargo insurance o cover the
risks inherent in a long trip.

8. Import tariffs (taxes). Foreign governments put

-tariffs on most imported goods either 3s a
money-raising device or to protect local pro-
duction. )

9. Transportation from the port in thc‘qcustomcr'
<country to his warchouse, :

10. Financing charges. If banks help collect
payment, or if they help finance the shipment,
there will be fees and, or interest charges.

o

- rgo_ B

‘Railroads and trucken often have jower rates on u;on .

n 78 . C
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VoA, wxdc variety of shipping terms are  used in the
Umtcd States. Some firms sell their goods F.O.B.*
their factory or warechouse! The customer s
responsible for all shipping costs from that point on.

.Some sell F.O.B. factory, freight allowed. The seller
ays the freight. When goods are sold on a2 C.O.D.
asis, the buyer does not get thg goods until he pays

for them.

U.S. customers know where your factory 1s lotated
and can easily arrange for shipping. However, your
foreign customiers are thousands of miles from you
and are unfamihar with U S geography Thus, some
may want a pnce for your goods at a location
familiar to them. For example, some will want your
price based on dehvery of your goods toa US or
foreign pier, or to an airport. To make export trade
easier, standard terms have been developed The
most important export shipping terms are as follows

l. Ex Factory The pnce of goods waiung for the
customer at your factory loading dock. The buyer
owns the goods at this point, and bears all nsks
and costs in getung the products delivered 10 his
Warchouse abroad * '

Example: YCI, a manufacturer of icemakers, sells
three units toa German firm *Ex Factory St~ Lows.
Missoun = The German firm pays all shipping costs
needed 1o get the icemakers 10 1ts German location

(The US firm will usually armnge Jor wnland
transporiation

2. F.O.B. (named point). The-pnce at the place
named. The named point can be anywhere agreed
to by the bulyer and seller Points commonly
1n expprt trade are a carner (truck, rai car) beside
the seller’s facrory, or a port location (example.
F.O.B. k. New York), 2 prer or vessel

" (example, F.O.B. vessel).

Example 1: YCI. the U'S firm. quate: FOB

truck at St Lows, Missouri for the 3 icemakers
YCI must place the ice-makers on the truck “or

deliver them 10 the truckuzg company), provide a *

domestic Bill of Lading.” and help the German firm.
if requesied, with the necessary U.S Government
export documents

.
- M

The German firm s responsible for all irans-

pontation costs from the faciory and for special fees = .

Jevied in exporting the icemakers 10 Germany, it s

F.0.B. stands for Free on Board

*C.0.D. stands for Cash’os Dchvcry :

‘Generally, the seller will arrange for 2n nland-carner. (a
.trucking firm, a railroad, etc.) to pick up the goods, if
requested by the buyer.

'Bill of Lading 1s a contract between- the stupper
(manufacturer) and the carrier. It 1s also used as a recelpt. It

indicates e carrier has possession of (but not itle to) the.

goods, and the condition of the goods et the tme the carner
N .

4 ‘ ¢

~ . »

lakes'them 1See page 75 for a more detailed description of
a Bill of Lading)

responsible for any loss or damage afier the ice-
makers are on the truck. and « pays all costs for
the necessary export documents Frequenily. U S
suppliers will make arrangements for inland
transportation, if Pequested , ’

Example 2: YCI quotes FO B *‘Yankee Clip-
per . New Orleans Under these terms. the L S
Sfirm pays all charges for placing the icemakecs on
board the ship Yankee Chpper prior 10 us
sailing date. provides the German firm with an
ocean Bl of Lading. is responsible_for %
damage unul the icemakers are loaded the

and helps the German bisser. if

Yankee Chpper.’ .
US expont

requesied. with the necessary
documenis -

As he has specifiedtthe ship he wants 10 use. he
must give the U S. exporter adequate notice of the
saing date. »here the ship & {ocaled. and deliver)
wnstructions If the Yankea Clipper fails 1o show
up or fails to lpad within the designated ume. the
Sforeign firm bears all costs for the delays arnd all
shipping tosis 1o Germany once the 1lemakers are
loaded on the shep 11 pays all costs and charges for
obtaiung U S export documents The L S firm
may, if requested. book space on the Yankee
Clhipper’” and 1ake care of 1the needed
documeniation

3 F.AS* Vessel (named port of shipment) The
pnce of goods, delivered on the docks before
loading. The buyer is responsible for goods onée
they are “along side the ship”—in other words, on
the dock While the buyer 1s supposed to arrange -
for fraght space and msurance, in mady cases the |
U'S suppher does this for him and prondcs for
" shipment on behalf of the buyer In other cases,
the buyer noufies the seller to make delivery along-
side a designated vessel, and provides his own
insurance. Therefore, 1t 1s important for béth sel-
ler and buyer to agree 6n who will book the freight
and buy insurance

Example: YCI.\Lbe Us marmfacturer. quotes ihe
German fiym "FAS Yankee Chpper New
Orleans™ for the 300 icemakers The U'S firm's
responsibilities . are similar 1o those described 1n
example 2 iabove) far the cost of loadmg the cargo
on the ship

4. C.ILF. (named point of desunauorf). The price
includes the cost of the goods, o nsurance,
and all transportation charges loﬁ‘n}cg
of destination. ,

amed point

ng S:de
suranc:. Fraght

72'7? | .



* makers. The U.S. firm pays for transportation and marizes who absorbs vanous costs and-where utle .

" insurarice 1o Bremerhaven (an important German Pﬂssef?bf the most commonly used terms.
port); and Is responsible for any loss unil the ice- A common variation of this shipping term is C. &
kers have been loaded on the . i
marers . oeged on the ship. F..! (named point of destination). Thlsquolanon will
The German firm handles and pays for all not include the cost of insurahce. )
sub.fequaummmmtofthe.:hxpmaumdu .

e for cargo loss once they have been -
on board the ship. 77zeboxonpage'4:um- 'C. & F. stands for Cost & Freight.
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Aruitoxt provided by Eic:
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WH0'S RESPONSIELE TOR COSTS UMDER VARIOMWERMS

~

-

C.1.F. (ch‘.. Inf.xame. rreigmt)—l

B s

Terms ., F.0.8. (Free on Eoard) F.0.8. (Free on Boarg) Inlend  F.A.S. (Free Along Sfde) Vessel
Cost Itess ¢ Inland Carrier at Factory | Carrier 2t Point of Shipcent or Piane at ,?ort of Shipzent at Port of Destination ‘
| 1 ‘ ) : : ‘.
, Export Packing ! Buyer 1 NN Selier . “Seller Seller
« Inland Freight ! Buyer . Seller }Seﬁer : Seller
! H . i
. “} i 7 X R ]
Port Charges f Buer . - Buyer : . CSeller ' Seller {
: ‘ ‘ 1
. | - i ’ ‘ .
forwarder's Fee I auyer‘ ] | 3uyer i Buyer . Seller é
- i ~ H K t
A . i : !
Lonsular Fee i Buyer 7‘ ‘ Buyer i Suyer ; S-Jyerz |
. . ~ ; ¥ : : - l ‘
‘Lozding on Carrier ! . ’ . ; . ! !
{vessei or plane}) Buyer Buyer | Buyer f Sel 1"\ ;
i — 7 P ) . = i
Ocean Freight I <" Buyer s Super : Buyer : Seller ,
. : 7 R
; Cargo Insyrance - ] Buyer - Buyer l Buyer ‘ Sejler ;
. - ’ 1
. g i
Customs Duties @ Buyer Buyer - . Buyer~ : Buyer
Ownership of Goods ’&ben'gwds onboard an ¥hen goods unloaded by inland When goods 2longsice carrier, ; ¥hen goods on board air or ovean f
i

g
g

inland carrier (truck,
ratl, etc.) or in hands

carrier

in hands of afr or ocean car-
rier

carrier at port of shipment

<t ' . of inland carrfer
S ... ]

1. Who absorbs export packing? This charge shou!d be clearly agmedm Charges sczztines controversial. L

2. The seller has respansibnity to arrange for tonsular invoices (2nd other documents requested by buyer's government). According to 'ofﬁdgl
o " & dafinitions,” buyer pays fees, but sometimes s & matter of practice, seller includes in quotations, .

N i - L 4
o ’ ) - ‘
™ w .
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WHICH SHIPPING TERMS ARE FOR
YOU? What do you do if you receive an inquiry cal-

* ling fora CI F quotation” We.recommend that you

quote a guaranteed price which includes all charges
for shipping the goods to the port or airfield, in
essence, thisis an F A S (vessel-or-plane) quotation.

If you wish, you can add the approximate charges
for further cost'so that the buyer can easily
his own estimated C.I.F. cost.’ You should indicate,
however, that aciual costs will be charged upon
shipment. A freight forwarder can estimate these
charges for you.

If an F.AS. (vessel) quote is too difficult, as a
minimum, we recommend a guaranteed Ex Factory

price with estimated inland transportatjon chargesto -

the port where the goods will be_exported.

THE LONG TIME FRAME OF AN EXPORT
SHIPMENT. US. domestic shipments can reach
customer in no more than 4.or 5 days by tramn,
truck and cargo or parcel post. But the nme frame of
our export shipment 1s much longer- It takes up to a
month for a customer in Milan, 'Italy, to receive
goods shipped by sea. Your customer 1n Japan or

- Australia may not get your goods for 45 days. (Air
freight, of course, speeds delp®ry, but 1t sull may be

S

6 days before your cugfomes actually receives
shipment,) :
The longer time frame nloded..for an export
shipment may be obvious but the new-to-export firm
should also know that exporting rquires some
spegtal paperwosk that 1s not needed 1n domesuc

" ! business. (See page below for special export

‘documents.)

OCEAN SHIPMENT. Most export shjpments go
e e much cheaper than air shipment.
Disadvantages of ocean shipment. paperwork agd
the extra packing needed to *protect goods from
rough handling agd the corrosive atmosphere, also,
many ports have congestion problems and frequent
longshoremen strikes.

Containerization eliminates some of these
disadvantages. It's"now possible to pack your goods

. in a container at your factory door, seal it, and ship

ERIC

it, seals unbroken, t0 your customer’s doorstep.

AIR SHIPMENT. International air cargo is
growing. It has the obvious advantage of speed,
savings in packing costs, and insurarice charges. Also,
the export paperwork is less. Cargo rates are higher
than ocean freight, but exporters should compare
ocean and air rates for their speaific product. '

RAIL AND TRUCK. Two of the largest U.S. ex-
port markets, Canada and Mexico, can be served by
road or rail. No special packing is needed and
delivery timgs are reasonable. (But Mexican custom
formalities gan delay delivery.) -

*You may lose some business by not quoung C.I.F. It's a
common term in many countnes.
' .

IToxt Provided by ERI
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THE FREIGHT FORWARDER. YOUR BEST

.FRIEND IN EXPORT. Theoretically, any firm new

to expart can handle export paperwork, book space |
on a ship or a plane, arrange for insurance, etc.—that
15, if 1t had the staff and knew where 10 go for the
information. However, specialized firms—called
International Freight Forwarders—are available to
relieve exporters of thes¢ headaches. ’

~The freight forwarder 1s a most important hink 1n
the export transaction. Our advice a new-t0-export
firm should use one. .

_
DOCUMENTS! DOCUMENTS!

metlm&s exporters feel their shipments will
drown in red tape and paper Here are the major
documents so he can take possession of your prod-
ucts once they have arnved 1o his country
governments

YOUR CUSTOMER Your customer needs
documents so he can take possession of your pro-
ducts once they have arnved in his cduntny.

1. Commntercial invoice You (or your forwarder)
prepare this. The buyer needs 1t so he can “prove”
ownership and can arrange to pay you.

"2 Ocean ‘or airway/ Bill of Lading A carner (or

freight forwarder) prepares this It's a contract
between the owner of the goods and thecarner. It
ihdicates the condition of the merchandise upon
the carner’s acceptance. The customer usually
needs the onginal or a copy as proof of ownership
to take possession of the goods.

3 Insurance ceruficates, which indicate coverage of
goods against loss or damage. It’s prepared by Sou
or your forwarder.

4. Packing lsis, which show the quantity and type of
merchandise shipped. You prepare,

L e

THE *U.§. GOVERNMENT NEEDS
-~ DOCUMENTS. )
l¢.

I Export Declaration Y ou or your freight forwarder
prepare this for all shipments valued in excess of

? $250. It's used to control U.S. exports and as a _
source for export trade statistics. See_the box-on
page 77 for an explanation. i

. Export License 99% of all U.S. export shipments
don’t require a formal export license. If one 1s
required, you (or your forwarder) apply and the *
government issues. Sec the box on page 777 for an

.

‘explanation. . .

[ 4
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FOREIGN GOVERNMENTS. Foreign
governments may require the following documents
on your export shipment.

1. ‘Consular invoice. Certain governments want closér
control over their imports and require consular
invoices. You (or.your forwarder) prepare it. A

* consul of the foreign country located in the U.S.
frequently collects a fec and legalizes it.

- —
. 2. Certificates of origin, Some, but not all,
governments need proof that your products are

U.S.-made, You,(or your forwarder) prepares this,

if required. .
3. Customs ifvoice. Tuls is 2 copy of the sellers’ com-
mercial invoice, 'déscribing the goods bought.

Custom invoices are used for import clearances,,

and sometimes vary from the commercial invoice.
You (or your forwarder) prepare it. .

_ 4 Other documents needed could be inspectio

certificates, cargo, purchasing lists, etc.

DOCUMENTS YOU WILL NEED You'll need
several documents, - ) ‘

1. Dock and warehouse receipts: Since you will be
contracting with a trucking firm or railroad to
move your goods from your loadin_g;if:k to the
port, you'll need 2 domestic Bill o ding, or
other receipts, once goods are unloaded from th
inland carrier and are placed id-the hands of th
post terminal operators, .'

2. Payment agreements between you and your

_ customer. Foreign and U.S. banks may be in-
volved and you'll need documents from them.

3. Insurarice certificates as proof of coverage in eyent
of 1oss or damage to goods.

'HE DOES MORE THAN FORWARD
,  FREIGHT. The international freight forwarder s an
export “specialist” and he does much more than
make sure your foreign customer gets the goods on
time and intact. For example:

1. The freight forwarder can help ):ou estimate all
" costs for your price quotations. -

2. He adwvises on packing, marking, and labeling
requirements.

. X -

a1

3. He can tell you precisely what documents will be
required, and how to complete them. He can
provide you with the blank forms—or if asked,

- he can fill them in for you. (Remember, he’s

»+ acling as your agent.) .

4. He books carg@space. He prepares and i)roowsa
ocean (or airway) Bills of Lading.

5. ‘He can arrange for insurahce coverage.
6. He presents your shipping documents to banks to

speed payment. )

7. In some cases,- he can save you money by
consolidating the shipments of many exportersto -
one country 1nto one large one which gets a lower
freight rate.

8. He can arrange for export packing of your goods.
9. He will get your merchandise to the right spot on
) docks,tand get necessary Yeceipts. .
10. He can fill out the Export “Decs™ required by the
U.S. government.

11. He can prepare other documents such as’
certificates of origin, consular invoices, or
custom invoicgs. He arranges for the legalization
of these documents.

12. He prepays all charges (including ocean or air
freight) such as transportation. ’

13. He can prepare nouce ot"shxpmcms, sending
€0 o banks, carriers, or customers, ¢tc.

HOW MYCH DO THEY COST? Freight
forwarders chargg surprisingly little for their service
An average shipment would cost between 520 and
$40 for booking cargo space on a plane or boat,
arranging to get your goods to port, and preparing
for necessary ocean {or airway) Bill of Lading and
dock receipts.” Charges may be higher if other serv-
ices are involved. Forwarders often prepay ocean or
airfreight and fees for legalizing consular 1nvoices.
These charges are Billed to the exporter. Forwarding
fees for air shipments are usually less than for ocean
shipment as fewer Gocuments are iavolved.

H

“Forwarders also get 2 fee from shuppers for selling “cargo
I E : : " - - -




Example. Here aré a New York City, freight

Jorwarder's charges on -a shipment work $5,000
destined for a customer in the Middle East.

Irem Amount
Basic forwarding fee (bookmg spacc, preparing a
Bill of Lading, prepaying freight) , $40
Filling out the export Yeclaration 3 5
.~ . Preparation of ¢co mvoice 10
Mcssmga' service 10 consulate for legalizing consular
invoice 4
* Preparing certificate of ongm ’ 3
Messenger to Foreign Chambcr of Commcrce Jor
¥ legalizingcertificate of origig ', 2
-~ - e Preparation of insurance certificate , S
s - Comipletion of commercial invoice : 5~
Postage 3
Preparing documcms for presentation to the bank .10

The total fee was S $48. But the exporter saved more
than this bechuse the forwarder consohdated thus
shipment in with others going to the same

'+ country. Thus, the exporter saved on freighy and
climinated cd‘stly exf)ort packing.

NOTE WELL If you want your fggight forwarder 10 -

complcte the expory declaration or present your ship-

ping documents to U.S. bagpks, you will have to give )

« him shipping power of attorney.

HOW . TO. LGCATE ONE. About 1,500 ocean

" freight forwarders are licensed by the eral
Maritime Commission. All must pass a special
exan:fnanog but all are not acuv; Most forwarders

. are inl port‘Cities. Some 300 air freight forwarders are

- registered ‘with the Civil Aeronéutlcs Board. Many
+ “freight forwarders are for Both.ocean and

. air slnpmcms Listed below are sources which will
help you joczt: a freight forwarder:

rd

“.1, Contact tﬁc closest District Office of the US..

. D&partmcm of Commerce. Ask: the director for a

. listof freight forwdrdilg firms capable of handling

- " bothdir and ocean g::)l&'lcnts (See page'm for ad-
> drcsxS) :

- *2: Check ‘the yeﬂow of youx; loml telephone
" . directory. Look tindef the “Freight Forwarding™
headingIf you a smdll ¢ity, you may not
“find o hste&. the yellow pages of the
nmcst laxgc city, an you will find some.

?/‘l g ngg_ct an experiened exporter, who will be
« HiQre than willing to suggest a' freight forwarder.
+ . -, (The'U.S, ent of ‘Commerce " District

. Oﬂ'oemngwc uthenames).

« 4 Contact the National. Cﬁtomp Brokers and
- Forwatders’ Assocnatmn of Ametica, an_
" . .association of about 200 active freight fomardcrs

_The assoctition is locawd in,Suite 1109, One .

. World Trade Center, New i'ork ‘New York
. 10048, Tclgphonc‘ (212). 432-0050, .

., ’
R . 4 f
CIC o .
- d,‘ - - .
L] . d

-

* classification code number,

destinatia, etc. 9 N

% 20232, Englose

THE U.S.

GOVERNMENT KEEPS A . °
WATCHR

L EYE OVER EXPORTS s/ 4“
WHY? Our Government keeps tabs of what ‘
shipped. Some items ip short supply or likely to have -
a strategic value are closely regulated. And our

Government needs immense amounts of information
for statistical purposes. . : L. o,

THE EXPORT DECLARATION. The Bureau of
Census records all shipments valued greater than
$250. It’s interested in the type merchandise, its
its quantity, - value,
destination, how shipped, etc. This information® is
coliected on an Export Declaration form (ustally
called an “Export Dec”) for every shipment. The
Bureau of the Census prepares detailed monthly rep-
orts on U.S. exports, by aroduct quantity,

SCHEDULE B NUMBER. The.Bureau of Census .~
has established an elaborate classification systein for . * .
all exported merchandise. Every good shipped from
the United States fits into one of 5,000 categories,
each carrying a 7-digit aumber. This system is known
as Schedule B: Statistical Classification of Domestic
and Foreign Commoditics Exported From the
United States. Schedule B numbcrs are needod on
Export Decs .
Example Icemakers f t mtp Schédule B \va
719.1502. Hair preparagions are part of Schedu!e B
No. 553.0200. . -

_ .

-

Schedule B nwnl;ers can be obtained from:*
I Freighz forwarders

2. Themearesl Bistrict Office pf the (FS Deparlmem .
-of Commerce. -

3. Bureay of Census, m%mgton If the product is
unique or there's doubt The correct number, write: y
Foreign Trade DwLﬂonf Bureau of Census LS. .
Departmeht of{ Commerce, Washington, D.C. ,

roduct specification sheet.' .

They It handle telepho rles, although official -8

rulings are by mail only.fIelephone nwnber {301,

763-5342. Nate: 771ere 5 no c?arge Jor, this service.

& + -~

EXPORT LICEMSES. Most ncrchandlse 1S ex-,
ported under “General Lwcnse,” meaning no speclar
permit is required prior to shipment. All that's -
uired is the pbrase “G-DEST" typed on certan
documents. (Freight forwarders cat adwise.) If goods
‘are in short. supply, or of stratcgm importance, br
destined to certain communist colntnes, a speaial
lxccnsc is nwcssary prior to shipment, - . ¥

'..- . .
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.

_ handles some 250 export shipments a wi

e

.
- . 1

can bc answered by

»

Informatlon on w’h;Lher a special hccnsc s nTcd L

-

P>
1. Frc:ght forwarders. .
.2. The néarest District. Ofﬁce of .the US
. Department of. Commercs.
37 Office of: ‘Expgrt Adxmmstratlon U.S.
famercg, Washington, D.C.

Department of
20230.- Telephone (202) 377-4201.

/[T a special license is needed, the same sources can
helprobtain them. v T -

SELECTING A FREIGHT FOﬁWARDER Ifyou
are only interested in an occasional export shipment,
it doesn’t matter which forwarder you use. However,
" you may want to make a more careful selection if you

plan og building an €xport business, Then: a3k the *

forwarder for Teferences -(the average forwarder
). Get an

idea, of the services he will provide. Fof example, if

., your products need special expott packing, ask what

" arrangemients he has for this service,
One of the best sways to check out a freight
forwarder 1s to talk with expegenced exporters.

A WORD ABOUT PACKING. Brezkage,
moisture, and pilferage are the three big dangers to
your shxpm;nt from the time it leaves your factory
. until 1t_gets to your foreign customer. Insurance
‘Company of North America (INA), a Iargc U.s.
company specializing in sellipg marine cargo
insurance, says that 70% of all cargo loss can be
preveated by proper packing.

emember, whatever shipping container you use,
your “export packing:” must be such that your pro-
ducts w;ll gel, to your customer thousartds of miles
away in 2n undamaged condition. Your *‘package™
must protect against weather, thieves, and the normal
hazards of shippigg. dampness, rough handling, and
careless storage. Nothing can b€ worse than an 6n-

-
L ‘e Lt
.

tnme but(daf'ﬂagcd d'elivcr) of your-etport shipment «

é
Insurancc will cover the loss, but customer ill will or
lost time in handling the: problcm is &hzavy pncc fo

.pdy: ~

. Loy .-
‘PACKING. INFORMATION WHERE TO GET
IT. There are many information sources oW &xport

. packingssY Sur best bat, 1s a freight forwarder. He can

adwsih.you on requirements: and—-!m _export packmg
st Ouhcr sources: :

1. Ports a/ the World. This free book has a basic
packing guide anddescribes t)fe types used in ex-
port. Coniact. Insurance Company of North

. Amenca, Manne and Aviation Division, 1600
Arch 81reot Philadelphia, Pa. 19100.

2. Gude 10 Damaged Packing, a free pictorial guide
to what can happcn to export shipments, available
" flom Amenmn’hsuwtc of Marine Underwnters,

. 99 John Strc::t qu York, N.Y. 10038.

LABEL]NG .AND ‘MARKING .THE EXPORT

“CONTAINER:Y Export - shipping cartons or
contajers need different markings than
shipnkpts. Foreign customers havcgi&‘
shipping companics and port terminal
theirs, and even foreign governments hgve certain
needs for marking. Bolivia, for example, 1gsists that
gross weghts, in kilograms, be mark
packages 1n,stenal n.;mcrals at least 6 cenumeters
high.. - ) ) .

NOTE WELL. Don't take it for granted that forc:gn
customers, custom ‘officials, or stevedores can read

' Enghsh #That 1s why cautionary marks such as
“handle with care™ or “this side up” may be needed

in a foreign langugge as well as in English
Your forwarder can

-

%0 advise you Qn markmg

and labeling. Your f6reign, customer will often in-
" clude }abclmg and markmg instructions with his

order. . )
The boxs#n page 79 describes typlml markmg;s

on all’

4

-
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! “WHAT f_G’O}S‘ON AN EXPORT CAR’I’ON'{ ' -’
. j j ‘ T : )
' - . 1. “MADE.IN > ?hls/m’rk is required by customﬁals in most foreign countries before the goods | )
- can be xmported
- 2..Your ¢ustomer’s name and address In some cases he may give you a shipping * ‘code,” preferning to kecp his
identity unknan-to discourage thieves. . : - ’ T S
3. The port of exit and port.of destination. - -

4. The packagc or tase numbcr If f'vc packages make up your shxpmcnt,. cach one Qﬁn be numbcrcd in, A
consecutive order. -

[
3

ﬁ Carton dimensions. In som¢ cases, it must be provided in both inchés and the metric system. %
6. Your shipment’s gross weight expressed in pounds and/or kdograms , T s ’
- 7. Caunonarymarhngs such as “This Side Up” or “Handle with Care”1n both English and fomgn languag&s
. NOTE: Expmcnwd exporters advise against using brand names or aciversmng slogans on packagcs

. s 3 s . B B
~ o _ " ) . T e e e e e R e
. N E S '."“"_“"'" A 3 e
. g i w‘ ~ - - R R
‘ N . ";'* n ADDRERS. AT U.S. BORT OF LOADE - <
- - ‘\ = ' b [ s s o v :
“i’ J e ettt - ’ e .
‘ - T 1 . .- : iV" (‘ K_—-——-——-—Wam
: S R .1 MADRID | .- | Cotheonma - S
. ¢ L ' sH . ! 5065 : ; e° - &m
- . - ‘ . | IOyl . ’/-7“‘ - )
< .7 F“R .. VIA BABCELONA+——- —-'h:td!&v ] .
. > . - [ 4 .
. . ey
- - GROSS 174 LBS, -CASE NO. 1 mam C .
- - v .M NET 126 LB8, - 30:24:14 {3 ‘and $ize Case T,
T e
'}" i T : wwm - T
P . - Fal 2. - heove merks on two surfsces. - -
- - 7 N
. - - - i i ., - . :
s v - Cowntry of Origin w-igizuuk . T . -~ =5
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_A woan ABG%JT INSURANCE. Like most

~ insurance, marine cargo insurance” is an essential
- business, tool. ‘Here are some facts about marine
_ cargo inSurance;

LIt is gencrally based on the value of the

‘ -

. locztin_g them.

. sh:pmcnt—mc]udmg all charges (freight, hanm-.

dlmg, ‘etc.)—plus 10% to. cover ugseen

contingencies.

2. Coverage is usual!y sold on a ‘wa:chouse—zo—
warehouse™ basis. That is, from your factory to
your customer’s receiving platform. Coverage

* generally ceases a certain number of days after the
ship or pldne is unloaded. (Other types of coverage

also awailable, such as port-to-port; but most

_ experienced expo recommend warehouse-to-
warehouse coverage

3." Marine cargo insurafice pohcus are sold on a per
shipment or “blanket” basis—a policy 1ssued to
cover all shipments during the life of the
insurance. Freight forwarders purchase “blanket”
policies to, cover shipments of exporters who do
not have their own policiés.

4. Insurance rates vary according to the product,
destination, shipping method, exporter's “irack
record,” etc. A rough rule of thumb: ocean cargo

insurance will cost $.50 per $100 of invoice value -

Aumrgomsuranccwﬂloostﬁ%t& but rates
*vary. For example, large steel beam
*‘pﬂfer) may be aslowas $.1¥per $J00 to insure
s, But insurance co,venng a 4
destined for certain Latin American ci
cost $5.00 per $100!*,

would

HOW TO HANDLE INSURANCE. If you only
export “occasionally,” i be cheaper'to use your
forwarder’s policy. Ch ¢ with him on cdsts.
However, if you plan a more aggressive export effort,
!t will pay to have your own poligy. Policies are sold
"The term. manine insurance 1s the
well as air cargo covérage.
‘Insurance ecxperts call auto parts a
commodity—i.c., an easy “‘target” for thieves.

usedforoeunag

“"targeted”

-

(difficult to -

< S

v

by insurance’ brokers. Here Z; suggestions .on

1L Contac( wu(forwardcr He can recommcnd one
or several brokers. ot

2. Contact the District Office of the U.S.
Department of Commerce nearest you. An
international specnallst can list the xmportant P
brokers.

3. Contact an expenenced exporter. Tbcy often will
put-you in touch with their own broker..

4. Contact an internationah dirline or a steamghip
line.

. ADDITIONAL INFORMATION AVAIL-
ABLE. Information on marnne cargowimsurance is
available from two free pamphlets. :

. Guide 10 Cargo Insurance, discuskes marne cargo
insurance and types of policies. It's availabfe from
American Institute of Marinen Unferwniters, 99
‘John Street, New York, N.Y.-10038.

2. Money a1 Risk. available from Insurance ,
Company of North America, Marine and aviation
division, 1600 Arch Street, Philadelphia,
Pa. 19101, ‘_ -

TO SUM UP. Exporung has its own defimtions.
Shipping terms have been estabhished so that buyers
and sellers will have a common method of com-
municaton, The manufacturer Ras many export
pnang opuons. In additdn to thE basic cost §£ the
product, there may be other costs necessary to get
ypur goods to your customer’s place of business. This
chapter has identified these costs, @nd shown how
they'rg coveted in export quotations.

An export shupment requires far more papcrwork
than.its domestic counterpart, in particular if
shipment goss as ocean freight. But companies
. wish to shup products to foreign customers wont
have to» worry about ‘paperwork. Their .fréight
forparders can 'do it for them. The3e firms, the “exp-
orter’s best friend,” can advise not dnly oh best’
methods of shipping, but they'll alsg handle ail ship-
ping arrd document details. Their costs are low

s




HOW AN EXPORT SHIPMENT MOVES . )

Many individuals or specialist firms are involved in getung a shipment from your faciory to the port. the
. trucking firm that carries your merchandise. the freight forwarder, the truck dnver’ the terminai operator who
handles shippipg berths: for ocean vessels; and the steamship company, stself.

¢ f AR

. Listed below are 19 steps just'to get your goods on board a ship.’

E T~ ) . YOU, The Exportq .

1 Pl:e-pare the domestic Bill of Lading for the movement of your cargo to the pier at the popt of export A copy
. of this domestic Bill of Lading 15 sent to your freight forwarder. along with your packing hst. Both Bill of
Lading and packing list should be carefully checked. | .

2 Mark themgo plainly to show gross and net weight (without the packing), volume (cubic measurement),
fofeign destination, customer identification marks, and a “Made in the U S.A . mark (most important').
Your forwarder and customer have advised "you, most hkely ’

.
« v -

~

- a .~ - PRFT L - .- v . ’ ’

The Treckimg Blfms ™

. 3 Accepts your cargo for transit o the port Either you arrange for the trucking company 10 pick the cargo up,
or your {reight forwardersdoss 1t '

+ 4. vAdvises your freight forwarder when your cargo will get 10 the port .

S Receives the following frem your freight formarder name of vessel, sailing date, pier locauon, and any
special permits needed b{o bring your cargo onto the piér. 1

6 Obtzins a filled out—bi ¥nsigned—dock receipt from the freight forwarder This receipt will accompany
— .. Yourcargo. \ .
7 Contacts the ferminal operator to make arrangements for speaial handling or special equipment (if required)
at least 24-hours before sclieduled delivery to the port.
' ) . ‘ Your Freight Forwarder ) )
8. Provides the unsigned dock receipt and special permits, Jf required, to the trucking firm. Your forwarder
= carefully checks the dock receipt for completeness. . .
S The Truck Driver
9. Drivesthis truck to the entranee of the port. ' .
The Terminal Operator - ' :
» 0. Issuek a piss to the driver dt'thg gatehpids— . . . . .
" 11 Checks driver's papers and.assigns a checker-to the driver and an unloading'spot on the pies.
T ' The Truck Driver, = _

12. .Unloads his vehicle, : ‘ e T : .

z

13. Obtains a signed copy of the dock receipt. ‘ .«
. - The Termf¥al Operator . A ©TTT
14. Signs theedock receipt. o oo RN
- . : The Truck Driver . ‘ g IR
w15, Surrendcrs his gate pass 2)/1he at the 82 _b?ust when dgpaning the port. :
.- ' . . . T:% ermhu.l Operator L. - ] ) ..
;' 16. Forwards the signed dock receipt cither Yo }hc steamship cofnpany or freight fprwarder, .
.o . : THé Freight Formarder .o N
+ |7 Prepares an ocean Bill of Lading for transmittal to the steamgship company for its review and signature.

[ ’ . . - g ]
s ¥ '.\ R . . ,‘ . 81 87 , . -2 ) - ]
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. '
\ The Steamship Company .
18. Signs the ocean Bill of Lading and returns it to the forwarder. .
’ '. 4 . 1 2
. The Freight Forwarder .

.

19. Rewiews documcms and "transmits copies to appropnate firms buyer, exporiér, bank

n Service Improvement Commtiee, Port Authority of

This matenal 15 adapted froman  Expont Guide™ prspawd by the
\’ew York and New Jersey =
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, INTRODUCTION. So far we have dealt with ex!
port shipmegts which are paid for in advance or from
an account fmaintained in the U.S. by the buyer. But
many excellent potential foreign buyers may not buy,
this way. Many would prefer to pay oply after receipt
of the goods or when they have proof. that the
shipment has arrived. o

+ At the same time, the U.S, suppher does not want
to ship to an unknown buyet abroad without posiive
assurance that he will be paid. And suppliers may not
want to accept payment on a delayed basis. The sup-
plier may fear that an unknown buyer will default
thousands of miles away. Can these risks—buyer
nonpayment ,and supplier nonperformance—be

minimized? § This chapter discusses a common ap-
proach in export—the letter of credit. This
method eni has’ a double .guarantes, It
-guarantesy the.supplier payment-on prodt of —

shipment, and guarantees tht customer that he will
receive the export merchandise he pas ordered.

LETTER OF CREDIT. (WHATISIT?) A foreign
buyer asks a bank to transfer funds from his account
1o a’U.S. bank which will be for payment to a USS.
supplier At the same time, the customer’s bank asks
the US bank to withhold sipplier payment unti}
proof of shipment has beéen presented to the U.S.

) o CHAPTER IV -

bank Such arrangements are called “letter of credit™ .

transattions, as the foreign bank sends a *lettes”
thropgh a U S. bank to the exporter informing him of
a “credit” opened in his favor. ‘ )
One international banker says “letters of credst are
used between buyers and who do not know
each other. They have no reason 16 trust each othef,
so they turn to,banks to complete the transaction

+

' " Thi¢ banks trust each other because they have hada

past business relationship.”
Letters of credit come dn three types. (You'll

" - sometimes see the abbreviation L/C.) L.

p

1 “Simple” letter of credit. This gives the sefler re-

"~ tourse only to the buyer who Signs the Jetieof
* credit. The seller trusts the bdyer to meet his
financial commitment. We do noi recommend a
simple letter. of credis for exports to unknown

buyers. o
2. *lrrevocable”™ letter; of credit. The buyer’s bank .

=
=

HOW TO.SELL ON LETTER OF CREDIT -

meets shipment conditions. The only rifx 1s the
default of the foreign bank.

3 “Confirmed irrevocable”™ letter of credst. The
promise 1o pay has been guaranteed by a U.S.
bank Payment cannot be withheld even if the
buyer and the buyer’s bank default. Thus, the
porter has no payment nsks—provided he submits
the necessary documentswhich prose comphancé
with all conditions stated in the letter of credit. We
recommend that new-to-exporters only consider

"« this type of letter of credit.

See page 85 for 2 sample of s -confirmed
irrevocable letter of credit. The fee for 2 letter of
credit ranges from 1,4% to 1% of the amount of the

“credit, depending upon. the country and the bank.

Normally, the buyer pays the fee. .
MEET THOSE SHIPPING DATES. If shipments
cannot be made by the date called for in the L/C,
exporters should ask the buyer "“to amend onto™ the
letter of credit to extend the date of its validity, or to
opgn a new one. If the exporter ships after the date
speaified in the L, C, the customer and hus banks are
relieved of any obligation to pay. In rare mstances, a
letter of credit may not be honored because the Bulls
-of Lading differ in wording from that speafied in the
letter of credit. And payment could be wathheld if
goods are not shipped on a speaified vessel.

A TYPICAL LETTER. OF CREDIT
TRANSACTION. Here’s what happens when
payment is made by an irrevocable letter of credit
confirtned by 2 IJ.S. bank.” | 7

1. After you and your @ma gree on the terms
of sale, he arranges for his bgnk to open a letter

’\bf credit? ]

'You can indicate yourschosee of & U.S. bank to confirm
the letter of credit. But check first with your bank. Most
banks are very i ; 1n handhing letters 6f credit.
Forezgn banks mvolved i micrnationai wade kave U S.
branches ot cotrespondent relationslups with onc ot more

» U.S. banks who will be very familiar with L/C’s.

has guaranteed payment to the U.S. bank. The .

buyer cammot canced the payment if the exporter

o L83

‘Delays may be eocountered. For exaimple, the buyer
may have “imnsufficent fynds.” In meny developing
countries, foreign turreasses, such as dollars,” may . be
scarce. 4 i ro
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2. The -buyer's bank prepares an irrevocable letter
of credit, including all instpuctions. -

3. The buyer's bank sends the¢ grrevocable letter of
credit-to a2 US, bank requesting confirmauon’

4. The U.S.bank prepares a letter of confirmation_

to forward to you, along with t
letter of credit.

5. You review carefully all condiuons n the letter of
credit, 1n particular, shipping dates. If you can't
comply, alert, your customer at once." (Your
forwarder can help advise you.) -

6. You arrange with your freight forwarder to
deliver your goods to the approprniate port or
airport. If the forwarder 1s going 10 present the
documents to the bank (a wise move for the new-
to-export firm), he'll need copies of the letter of
credit. |

7. After goods areloadad !he forwarder complptes
- the necessary documeésts (or transmits the
informauon 10 you).

¢ irrevocable
]

8. You, or your forwarder, present documents
*  indicaung full comphance to the U.S. bank.

9. The bank reviews.thé documents. If m order 1t
"issues you a check. The documents are aurmailed
to the buyer's bank for review and transmitted to
the buyer . e

10. The buyer (or ms agmt) gcts the documcms
which may be needed 10 clam the goods .

]

Foreagn banks with more than one US correspondent
bank generally select the nearest onc to the exporier

‘Some exporiers ask customers 1o speafy therwording
“zbout (esumated value of the shupment) ~ Banks m tha

case can usually pay up 10 10% more than the esumated
* amount but 1t's not guaranteed®

TIPS ON USKNG A'LETTER OF CREDIT If a

_ prospective customer 1sn't able—or doesn’t want—to :
pay you cash ig advance.(most won't), and doesnt ©
ﬁkccp a US. bank accaunt, suggest a confirmed

rerevocable !atcr of cfedft. Or if a foreign firm wants
%&o ship on “open account” (descnbed later), tell
that your payment terms are confirmed
irrevocable letter of credit. The customer .#1it go .
slong with this request—if he wants your product—
and many foreign firms know that new-jo-export
firms can't afford to offer other terms S

~——

-

I When quoting prospective customers, esumale
shipping and packing on the high side to account
for unforeseen charges. Banks won’t pay amounts
greater than specified 1n the letter of credit—even
if the high charges are-documented.!  ~

2 After recaiving a letter of crednt ffom a pouftual
customer. carefully compare its terms with the
terms of your pro forma quotation Check the
shipping date. Make sure you can comply with all
the terms If you are unable to do-so, getin touch
with the customer immediately and ask that the
condiuons be changed

TO,SLLM UP. A_Jetter_of credn 1s_an_cytremely -
useful method of export payment For you. the seller.
1t pracucally ehiminates the riskwof nonpayment by
your customer—and enables you to collect payment
upon propf of shipment from a US port Your,
customer will also find 1t useful It chminates the nsk
of receiving incorrect, damaged. or delayed goods
And banks charge surpnsingly hittle for the service.
asually no more than 1% of the value of the shipmeqt
and sometiPes less »
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CHAPTER V

FOLLOWING AN EXPORT TRANSACT ION

INTRODUCTION. A frdg.ht_ forwarder can hc!p
you in handling an order from a foreign customer
that calls for delivery abroad. For ap estimated fee of
*$20), a forwarder will! prepare your  quotatiog,
. affange all the shipping details, 3nd assist m col-

{ectmg, payment. This may be a sound proposiion if

- you have only qné or two export shipments a year.

* However, if you envision several export shipments,
you will find thas $200 fee cosily. It may make yoy
poncompetitive if You pass jt on to the customer; if
you absorb it, you're handling export business at 4
Joss. ’

. ]

But you can handle inquiries and orders from
potential foreign customers—at a profit. This chapter
xdamﬁcs the steps for completing your first expont

As z2n example, we use 2 mythical foreign
customer, the ABC Refngaanod Co. (London,
.England), “who wants to purchase ice cube makers.

ANALYZINGTHEBQQ See page 89 for a

typical inquiry from a fored . Note that it asks

for delivery in the United .
Thcﬁrstswpmanexppn D 15 to analyze

the inquiry. Get yolir shippi d payment terms.

Begin your record keeping.
Example: You deade to quote C.I.F. Liverpool as

requested. And you've decided your payment terms’

. vall be confirmed urrevocable letter of credin. Since
- your- bank Has no international capabilities, you're

. »-illmg 16" accept confirmation by ABC's US
correspondent bank. Start your file

CONTACT YOUR FREIGHT FORWARDER.
after settting your terms, contact a freight forwarder

_for estimates of shipping and packing, and insurance

costs. But first you will have to give the forwatder
certzin information so h¢ can figure out your costs.

. Your product, the unht price, and -quantty

The desunauon. - — ’

, Informauon on your normal domestic packing.
The gross weight and shipping dxmcngcns of your
product.

. The payment terms you want

. Your export shupping terms F A.S. (vessel); C.LF.-
(port of destination),

Armed with this information, the fréight forwarder
can provide you with all the information needed to
prepare a quotation. ‘

2 YCI cogtacts J:L. Freight FPorwarders
with order deiails. The freight forwarder tells them
_ ocean shipment is the best method, how best to

and estimates for handling. documentation, freight,

and insurance as follows.

-lh’bd!\)—-‘

[ BNV,

= 4 A ESllmawd‘
Im = - M - Cost

Aﬁxportpachngzndmarhng(ﬁachmtemmmzzwbxcfm) .

“The gross and net weights of the shipment are 1140 @nd 18001bs ........oooovvnnninniiiiicninens $200
Omnfrngt(sthpedon&c%owwnhnu,wmchhas -

. Wﬂmnzs sevstwntsasnasasnnanye n---%---o- EssEETesNer Esase e e ur s i marO i eeenanTan 5165 -
Marine insurance (warchouse-to-wareh duse covcrag:e) ............................. oy eeenraneneenreeanae 61.50
Forwarding fees (for handling, booking space, preparing ’

doaxmcnts,mnngdowmmtstg}ank) ................... E.".:::,;f...‘, .......................... i 58

Hca!so tells you the correct Schedule B Number. 719. 1502, and (good news, Jla. special c;port license,
" consifiar docmnms, anda cernﬁmc of origin will not be mqmrcd. -
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COMPLETE YOUK EXPORT COSTING
WORK SHEET. Many items in the expoTt trans-
action add costs: extra packing charges: freight—
both inland, ocean or air. documentation, etc. If
the terms you s¢lect make you responsible for.some

- or all of these costs. you'll want to pass them on to

your buyer—or factor them into the price of your
goods Experienced exporters usé an export costing
work sheet It 1s no morg than a check Ls! of
vanous 1tems of cost which may come up i an ex-
port transaction A costing sheetisyour work sheet
each time you have to make an export quotation A
costing sheet also ensures that all possible charges
are added into your quotaton You won't forget ’
any. and it will give you an exact record of your
quotation 1o each foreign buyer See page 90 for 2
sample of an export cosung work sheet -

.~

Example: YCI prepares their export costing work
sheet as seen on page 91 using their faciory prices
for their 1cemakers. cost. and informanan provided
by their freight forwarder Inland freight charges are
obtained from therr usual trucking compan

PREBARING YOULR QUOTATION Once .you
have &ll the estimated costs. you're ready to prepare a
quotafton, enther as 2 *pro forma mnvoice™ or similar
to your normal format depending upon customer
wishes. Noje' Unul you actually shipl you won't
know exact tosts of ocean freight, export packing.

- manne knsurance, ‘etc  Thus. sezsoned exporters.

usually use a margin of safefy One New York expont
firm- uses a “5% factor™ boosting 1ts esumated
charges by this amount This firm generally finds its
final invoice amount will be shghtly less than quoted.
but the firm 15 covered for unforeseen contingencies
Most exporters recommend lumping together
forwarding fees. export.packing. and inland freight to
_avoid a customer's quibBling .

your !encrhed. or on normal 1avoice forms with the
addition of the words “PRO FORMA INVOICE™

typed at the top. 3
E;m;)p{e}se? page 92 for the pro-forma invoice
be

which’will be sent 10 ABC Refrigerauion Note thai

&

i's marked "PRO FORMA INVOICE * Also note

that certain charges are estimated 1and increased by

3% as d precautionary measure ABC Refngeration

knows#at actual charges may differ by 5% or so at
" shipment ume. ABC Refrigeranon needs the pro-

Jorma wnvoice to open a letter of credt

TAKE CARE WITH, YOUR *"COVER"'
‘LETTER. Remember, a quotation without a sales

effort 1s nq quotation af all. Foreigd buyers may ask’

for pro-fprma quotations from many suppliers. A
minimal selling effort-1s a_cover letter with enough
-detail$ 50 your cistomer has no questions about your

Pro forma 1nvoice quotauons can be sznt out on .

Example: YCI's cover letter, 1o which will be
aitached the " pro forma imoice.” 1s on page 94.
p .

REVIEW OF CULSTOMER'S PURCHASE
ORDER Hopefuily.*your gquotation results n a
purchase order. Review the order carefully to see that
it follows your pnce quotation Question any
deviation closely
delivery date Wait for the letfer of credit Once the
L *C arnves, compare it carefully with order and with
your quotatign Make sure you stuick 1o the shipping
date on the L C. and that you can submit all the
documents listed in the letter of credit to the bank

Followup with your customer Let him know if you
think you can comply with the “condiuons” of their’

" order If you'can't meet some. let him-know at once

and ask for fusiher instructions .~

Many foreign and U S ) buyers send copes of
theyr orgfr in duplicate asking that one copy be
returnZd as an order acknowledgement It's safer to.
send a copy of the ordergunitten up on youf own
order forms Whaterer method sou choose.
LT il
dcgnoaledge the order

Example: 4ABC < purchase order on page %4: calls
tor shipment on or before September & Check 15 see
that the order conforms 16 your quotation But you

« note that ABC asks for six copies of your packing
ltst by air mail after shipment You decide 10 accepe
their order but await receipt of the letter of credit
before shipping Once this is receved review 1t
carefulls ‘

WORK WITH YOLR FREIGHT FORW ARDER
Your forwarder can now adsise you exactly how and
when to ship He arranges for any special packing If
you want your freight forwarder to fill out your exp-
ort declaration. give him power of attorney
Example: You telephone yow freight forwarder
about the order He advises you of what's re-

quired ' .
Once the shipment Jeaves your faciory, you will -

" want t» alert him again (In some cases, the freight,

forwarder will actually arrange to have an inland
carnier pick up your goods.) The forwarder will now
need copies, of the nland Bill of Lading. several
copres of your packing hst, and your commercial
in=oice parually filled out Remember, you will not _
be able to complete the invoice unul you know alf
charges The forwarder can complete your com-
meraial invoice ’ . -

In this example, your work 1s essentially complete

+ ,The forwarder takes over He'll prepare the necessary,

documents and forward them to the customer and to
the bank He'll also prepare an export deciaration for
US Government use Hell even prepay freight
charges and send you a bill for shese charges plus his
fee-

Make sure you can meet the .

Example: Yo} forwarder arranges 1o pick up the . /

offer This letter can also *“sell™ your company and
: goods A copy of your letter of transmutal 1o him 15 *

your reputation.’ '

Q

E . ; —387 93 o
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presezued on page 95. You are sending him your
invoice, partially completed, your packingtlist, your
letter of -¢redit, and power of attorney.

SHIPME MADE; BOCUMENTS
PRESENTED [TO CUSTOMER AND BANK. The
freight forwarder handles all details,

The for}ardcr summarnizes what he's done, and
gives you'an invoice. -

Note: As you become more cxpcnmccd you may
want to haadle some of this )oursclf

\Bxpon packing. Some firms find it’s cheaper to
pack at their factory. (However, special packing is
* expensive .and special firms known as oumdc
packers may be cheaper) -
2. Purchase your insurancs:

. 3. Complete the comm mvoice and forward it
to the customer. (In this case, the freight
. forwardér telgphones or writes the exporter with
the shlppmg, documentation, and handling
. )charg&()
4. Presentation of documents to the U.S. bank.

- s, Completion of the export declaration.

You can*save $40 or more per.shipment by doing
., these chores yoursclf {However, you may find your
time and effort is worth copsiderably more and you'll
_ prefer that your forwarder handle these dazuls)

Excuplc J.L. Freght Forwardlng handled all
details. He booked space on the vessel ' ‘London '

Bndge,” informed the trucker where 1o deliver the
. P ‘

!

P
goods, prepared the dock re.eipt and ocean Bill o
Lading. He arranged 1v nsixe the 57upmem under
his blanket policy. He also colypleled the "Export
Dec.” After the goods were onboard, and all
charges became known, he completed the com-

mercial invoice. ’

PAYMENT MADE. The U.S. correspondent bank ™
carefully compares the, documents with the

conditions of the letter of credit.

The bank must make sure that all the conditions
are met. Thus, the buyer minimizes the risk in dealing
with a new and unknown supplier. After the bank 1s
sausfied that your shipment has met the conditions, 1t

agrees 10 pay..you.

Example: J.L." Freight Forwarder presenis the -

original letter of credit and shipping docunents to
the Hometown Bank, where they're reviewed to
ensure compliance. Once zatisfied, Hometown Bank
mails a check for the amount to YCI.

TO SUM UP. An export shipment has many factors
that aren’t found in a domestic sales transaction. B,
a new-to-export firm who understands the needs of
its customer and their governments, the U.S.
Government, and the tramsportation firms, will find
1t easy to complete these transactions. And, new-to-
export firms will find that an mternational freight
forwarder can ehminate practically all the headaches
of an export shipment. The novice exporter will also
find that when he is dealing with unknown foreign
buyers, using an L,C will minimize the risk of
nonpayment from an unknown foreign buyer.

’
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) ) . - ABC REFRIGERATION CO., LTD. .
T-e . PosOffice Box 25 { [500 Pembridge Crescent | Landon; MK 46 4BN England ‘
~  Tekcphone: 01-385-1434 » ' - ", ) Sanks Unoo'Bask, Lid.
o Telex: §25540, ) ) Bexuh Beak, Lsd
Cable: ABCREF l z - . B
- Q 2 ' ) . . - l
- . ] ) . s s ‘. . .
" (A typic1 letter of fnquiry looks as 1f 1t will tumn into am order. Tt's for .
. Gelivery outside the-U.S. as distinguished from-tr'}e tetter on page 99) y
- . ‘ 'f, ’ i »,,
- P 4 x"&
e ¥ - _ - . Ref: 225.
. , > . R :
~— ‘ ) . , . ’ July 10, 197-
¥ . . ] . ’ » ‘
- - ) - - . * %. . ’
Your Company, Inc. : S .~ .
123 Kain Street ) ;
Hometown, 44412 ) ‘ , it .
U:S.Ao‘ - ) , . ‘:
~ - & ‘v H ->-~ . l‘
_ 2 - kap S‘h‘s: 4 i , . s
& e ABC Refrigerat, Company {s #large U.K. importer of commercial refrigeration =~
<’ ‘equipment. We would 1ike ‘to order five (5} of yoyr nqt’e[-coole‘d Model 232.ice cube .
v imakers, , . R !
D Please send us your pro-forma fnifé_ice'foriﬁv‘e of your icé makei-s, C.I1.F.”Liverpool,
Erigland.  Pfease indicate your payment terms, and estimated time for dispatch after .
= receipt of our firm order. - . L
Lt . . “ours very truly, . -
-’—. ’_ —" r'd - :‘: L d’, LICT N - " ) : ’ ’
S e . . yoToeL . .ot -
S ’ e = .. RE. Jones : ,
. 7 = ., % . Managing Director ‘ : ..
-7 1.%: \¥ .. . : v, .
e I T 0 T L . :
.,__7‘* - . ) 3 . - <




r EXPORT CGSTING WORK SEBET i .
B . " (for Preparing Bxport Quotations) N

- < 1. Our-Reference 2. Custooer Reference ) J g
CUSTOMZR _INTORKAZION s ’ ’ -
3. Hase' . 5. Cable Address ——
4. Address 6., Telex FKo. /
. . : /
- . .\ : " ¥
. - - ¥
. thomcr prowarow  \ iy .
. i - . . g .
< 7. ::oduct - x\ . 11. Dimensions x % . . ’
8. Ho. of units 5 . 12. Cubic measure {square inches)
9. Net weight . ° ) \ (unit) ~ (square feet)
10. Gross weight . 13. Total measurs - N
- . . . 14. Schedule B No. -
) . pRoDCY . ' , - ’
15. Price (or cost) per wnit ' x units Total
16, Profit (or mark-up) .
- 17. Sales Commissions ‘ .
, 18. . VB Pactory, :
FEZS ~PACRING, ARKING, TNLANYD PREICET
. 19. Preight Porvarder )
20. Pinancing costs e . ]
: 21, (1] ‘ ' . " -

22. Export packing
13. Labeling/Marking
24. “Inland.freight“to
25, Other charges (idemtify) ) . : ‘
26, 0B, Port City (Export Packed) .

o« »" FORT -
*
’

. ;’g'ii Unloxding (Beavy Lift) M .
28, Terhinal . . . .. = B
; 29. Other .identify) - - i .
-, "+ +* 30." Copsular Dodument (check, if required), .
= 31, Certiflicate of Origin ‘(check, if required)
:f‘* < 32..”£zpprt Licahse (check, i required) s N -

- . 33 ‘Pfs-veqcl {or Airplane) — L7 .
“r” -‘ - - “ 4 \ ) R

<. "','34. Bgsed on. . weight measurs ¥ .

" 35, Odean, - Ar . R
A 36. .On deck _o - % Under deck - -

i {37, Rate ) Minizwz= Azount L -«

Yo, Zesouser L v \ (I .
*  38.- Coverage required : ’ .

: 33, Basis Rats : Azount ~ *

.. 40. GIE, Part of Destination e

PAFulToxt Provided by ERIC




© . .* YPOUR COMPANY, INC..
o  ,« EXPORT COSTING SHEET ~

DATE: ' Jyz_y 20,.197_ ... SRR Ay

& quon—:om ABRC /(a..r,affa.ch N
. 15¢o. Pen_b//q/e (régeer

@ Londor "MK'46" 430 Eralo il RO
. .REF.ERENCE:z— # 2252 Dited Jolyrio O .
<" FRONPORT: *° AJew /cft | e

- PRICE quommn TERKS:  CAF L ves /coc/
*

SHIPPIHG LINE:' White ster '

,PROBUCT o_sscnmmn: ﬂ’/ modzl 232 -

“a

smewusm ~7/? 1§02 t

- M. OF-ITS: & NET FOB FACTORY PRICE: * 920 TaTAL PRICE: 14 600
INLAND FREIGHT: - o Y
: * EXPORT PACKING &, STENCIING : - a oo
FREIGHT FORWARDING . ' S ¢
CLEARACE & HANDLING . o _ Jo. .
! - BOOKING STEAMSHIP SPACE SR S v |
’ . GONSULAR DOCUMENTATION * - ‘
| " CERTIFICATE OF ORTGIN z Mat 2’54’”'”’50 | .
.. PREPARING EXPORT DECLARATION - I 5
e PREPARING OCEAN BILL OF LADINﬁz . ; 3
: MESSENGER SERVICE =~ - Y
" %+ 7. SHIPHENT PAPERS TO U.S. BANK FOR L/C " LT L P
mm. FORMARDING ‘AND INLAND FREIGHT CHARGES : : A273 »
® MARINE INSURANCE' INCLUDING WAR‘RISK 5750 plys 3/'/ = 7L
. HET WEIGHT OF SHIPMENT - /, 060 Pocrds . R
' GROSS WEIGHT- OF.SHIPMENT (units plus cratmg) /, 140 pounds ! :

. | DIMENSIONS OF EACH CRATE:  3/"x 3" v 40 ,
* .7 < EACH CRATE CUBIC FEET: . 37,200 evbic mekes = 2 /7,5 =22 tubre 4%

. "TOTAL SHIPMENT- CUBIC: FEET} (1o '
m%gagg«.«-J445£ [wm" «.&..l/,;ﬁ4za ,ﬂmg‘.}gﬁ/ cnane .‘4‘ FFG e e

“ . ¢ r‘& . I =
, TOTAL CIF PRICE LIVERPOOL -7, LR 7 cigt
~ *.Thése tems are approximate ' et - et

1

% Note that this price quotatio\ work sheet differs from the Suggested cdsting sheet
on page 49-which shows all %ssibl chax‘ges that could occur. Charges for consular in-

P
(3 ( .
~ -

| \tlgfces or centificates of orfgin are not necessary because UK. customs do not require
o’ a", \ [y - toe
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. “ YOUR COMPANY, INC. .
) : V " 114 MAIN STREET T ,
v : HOMETQWN. VIRGINIA 22101 .‘
. 703/821-1860 S .

July 20, 97-
Al \ '

ABC Refrigeration Co., Ltd. Co

P.0. Box 25

1500 Pembridge Crescent ’ X b 4

London, England
-  PRO-FORMA INVOICE

[
.
[N

*  Your Reference: #225 . . . ’ '
Bated: ° © July 10, 197- /
Five (5) Model 232 water-cooled ice cube makers @ $920 each .8 4,5:00/
Estimate& inland freight, export packing, and forwarding fees - 343
hd . L4 . . ] .
F.A.S. vessel -- New York, NY ) o : ' $3.943 ;
» " Estimated ocean freight , . 173
fstimated marine insurance .. . ' 7
A ] - ’ ' - ’ . ) / i .. .
, C1.F. Liverpool . ! / _ 335,187
. Export packed in 5 wood crates, 110 total cé)i/;/ét : ]
. ‘ - ;{
{ - 6ross weight: -« 1140 1bs. / ,

. Net weight: - ,~1060 lbs.

!
~ LI |
. .

Séyment terms: Irrevo.c_a‘b}e Jettey of credit confirmed by a U.S. bank,
Shipment can be made two (2} weeks after receipt of firm order. -

- -
(3

.. COUNTRY OF ORIGIN: Uniteg/States of Americd '

R e LN e

Cor . Me certify that_'this forma invoii:'e‘is‘ true and correct. L
o - ‘k’ Your Compdiy, Inc: .

Nelson-T. Jogner, df.
. President

HFS

.
- - =
’ . ‘.
. 98 ’ 4
. - .
“ LA
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. "L . . . J '
: S YOUR COMPANY, INC.
, J o - 111 MAIN STREET
, . HOMETOWN, VIRGINIAR2 101
’ .ot _ © 703/821-1860
(Saxrp'le of a cover sa'les“ Tetter, to, be sent with.the pro-forma invoice. )
‘4
b4 v ' ’
) . . \
ABC Refngeratzog Company, LTD C o < e L. /
. _ 150 Pembridge Crescent . . ~ T '
. 1london MK 46 4BN, England . . Our guote: 76-10
Gentlemen: . . TS

Thank you for your 'Ietter (your/ reference no. 225) dated July 10 }976 which .
expresses interest in our Mode} 232 water-cooled ice cube. maker. He have attached

- . sgec;ﬁcatmn sheets for-this ;node'l . ..
Oor, pro-forma 1nvo1ce _for f of these umts C. I\ F. Liverpool, England, is
enc'l'oseé ~Our paymept ter'ms irrevocable letter of credit confirmed by a U.S.
bank. . - .

We can ship these units within two weeks aftér receipt of your firm order. The
goods will be shipped in wobden crates, steel strapped, containing one Model 232
water-cooled ¥ce ¢ube maker per carton. Manne insurance will be provided

- warehouse-to-waréehouse. . ~ ‘.

H

" Our Model 232 containg unique features not found on’ ahy other product We have a
long 1ist of satisfied customers for this product. :

b .
We look fo'nvard t0 receiving your order. j . ¢

v ) _ ) : Sincerely, .

- . .
I' B . " -

SRR ; " “Nelson T. Joyner, Jr. .
. .o\ . .= President ‘
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R . . ABC REFRIGERATION CO.,LTD.
ost- Office Box 25 / 1500 Pembridge Crescent / London, MK 46 4BN England .
3 - * ° . . 1 .
;méj&-m.‘ . PURCHASE.QRDER NQ. 555 ) T Bents ;: -:‘::. LL:
Ty JSeemcrE S Date:  August 1, +197- R
. . . 7.
- 10 SUPPLIER: . . . N
JYour COBpany. Inc - . * >
111 Main Street ‘ | , ) '
- ‘Hometown, YA. 22101 : 7

: Please fill the foﬂowing order 'in accordance with the. smp’ping instructions, packing,
L delivery and terms that are speci f‘ied below.

Please notify us by airmil of your acceptance of this order by signing the attached du-
. plicate copy and returning it to us as'soon as ppssible. 'If you cannot corply with any
. of the following provisions, please Tet us know immedjately by airmail ‘or cable. Then
wait for our further comments before proceeding with the -order,

ITEM: Model 232 Water-Cooled Ice Maker | . . : .

' TY: 5 . . ' . /
PRICE: US $1,035,20 each C.I.F. Liverpoot,. England : '
SHIPPING DATE: £ of before Septerber 5. .

" PACKING:” For export in wooden crates, stegl strapped, containing one Model 232 water-

*  cooled ice cube maker per carton. . o
. suzpnmums ABC-Londog, : * - .
T . Ko. 555 g -
: . .. London via Liverpool -
Ko. 1-5/up ’

_ EXPORT ROUTIKG: From New York te Liverpool- via White Star Line ) )
. MARINE INSURAMCE: Harehome—to-wareﬁolse, plus all-risk C.I.F. Li verpool plus 1p%,

. PAYMENT TERMS: Irrevocable letter of credit, opened by British Bank, Ltd., London,/and con-
, firmed by their correspondent bank, Home Town Bank, Hometown, Yirginia USA. -

DOCU}EHTS REQUIRED Upon dispatch of the order, ajrmai] the following to ABC Refrigeration
Co., Ltd., 1500 Petsbriq-ge Crescent, Lomdon H( 46 48N, Englgnd, -the

, - fonouing docuzents:
i ’ 6 eopies commercial invoices. Show country
) of~origin on all commercial invoices. -
6 copies.of pack'ing lists. Detail netand  / -
grosé weight' {n pounds. :
. Other documerits in accordance with the terms L :
. - of the letter of credit.. . & ] o .
i ‘ { - "Sincerely, .
o : R. E, Jones o
- oL * .- Hanag‘ing Director :
) ‘ . ‘ .
. ’ PR . .
, B 160. . T
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.~ 77 -7 _YOURCOMPANY,INC. . - :
. 0 - ' 111 MAN STREET . .
ve, : HOMETOWN. VIRGINIA 22701 ' - ~
703/821-1860 . -

(Sample’ of a letter which the supplier.sends te his freight forwarder ‘once the ship-. '
ment‘ has left the factory for the port of eM’t
: ‘ . )
RN Freight Forwar¥ers . . - e
5 Export Lane . ’
Rew York, Rew Yo\r/ 10001 ] ‘ | ! ,
Gent'lemen: - S S .
As we discussed on the telephone, we have received an order from the ABC Refngeratwn
“Company of London, Eng'land for five of our Model 232 i.ce cube makers
We are enc'losing the fol'lwing . , ' - (\
1. 'COpies of our commercial invoice, partially conpleted i i}
2, Copies of the packing list. )
3. The original of our letter of credit.. -
4. A'copy of the domestic (inland) Bill of Lading given to us by the Trucking
Firm.
5. Our’power of attorney so that you will be able to complete the export
declaration and present documents tb the Home Town Bank for payment.

4

.

As discussed, we will appreciate your arranging to ship the goods as called for and
" to submit documents to the bank for collection. We also ask you to take out the
necegsary mar‘ine cargo insurance. - o )

Don t heésitate to contact us if you have any questions. -’ .

LY

Sincerely, = 4

. . .o . Nelsom T. Joyner, Jr.
: . ' s President .

”s

-
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YOUR COMPANY, INC.
111 MAIN STREET
. HOMETOWN. —VIRGINrA 22?01
3 - " 703/821-1860

.(An example of a conmercxal xnvorce)

.
- . >

ABC Refr'igeratwn Co., Ltd. c \ .

R0, Box 25 - o e e o

1500 Pembridge Srescent - - ‘ '

London MK 46 4BN England o N August 25, 197- . :
/AR LT IMeIcE g

Five {5) Hcdel 232 water-cooled ice cube makers @ $920 each ©$ 4,60

Inland freight, export packing, and forwarding fees

F.A.S. “Landon Bmdge N ‘ ‘ $°4,900
Ocean Frexght S ... <140
Hamne Insurance - . o " , 50
C:L.F., Liver;ool » - T $ 5,'09(3;

. GENERAL LICENSE: GDEST -
_SCHEDULE "8" M0.: 719.1502 . -
COUNTRY OF GRIGIN: « United States of ‘America
MARKS: ABC London
555 , - ‘
Made in USA " : . y . '
fo. 1-5/UP . - ‘ . . -
* Five wood crates, totaJ cubic- feet 105
Net Height 1, 060 1bs.
6ross Weighty 1,140 1‘bs.

_"United States law pmmbl,ts disposxtion of these oomnodities to Soythern Rhodesia,
_quthern Korea, Vietnam, or Cuba ) .

jHa certify’that this inyvojce is true and oorrect .0
. L s . Your Company, Inc.
e v, Freight Forwarders,
' . o o Authtgn zed Agent

96
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‘ . CHAPTER VI .

Irad to famihanze yourself witlyquotations. shipping

,foragn firms They have con::ctfd you. and you have
s'based o

procedures, and payment t
credit - ,

It's possible to increase yous overseas inquinies
And you sull won’t have to- establish an export
department or travel'abroad This chapter discusses
how to«get inquinies from foreign firms that do not
know your-company, but who want the same type of
product you makeé. And secondly. this chaprr gives
tips on how 10 follow up on these leads

etters of

THE U.S. GOVERNMENT HAS A NETWORK
OF OFFICIALS DEVELOPING .LEADS The
US. Government assigns business (commerazd '
specialists to foreign service posts in virtually every
important commercial aity abroad They ‘re trained to
seek out leads foreign firms” who want to buy US
"goods. These leads are collected, descnibed. and
cabled 10 Washington where they are distnbuied to
intérested US. supphers for a small fee The

Department of Comrmerce 1s responsible for

disseminating leads on nonfood products: the LS
Department of ‘Agnculture (USDA) 1s responsible
for dissemination leads for farm, dairy, ot orchard
items. T

THE TRADE OPPORTUNITY PROGRAM

- (TOP). The U.S. Department of Commerce program

for foreign feads 1s called TOPS. Each day the Com-
merce Department sends out over a thousand notices?
of Jeads to the &,400 active:U.S. firms who subscribe
to the TOPS service. See page 98 for an example of a
. TOPS lead. US. firms that register can speafy the
type <\rf firm they want to hear from precisely.

"TOPS IS RELATRVELY INEXPENSIVE. A

one-time fec of $25 is charged to regster your

* company and to ‘place your speaificaions m the

TOPS computer. Each lead mailed 4o you costs $.75.
However, you'll have 10 buy a mimmum 1, of 50 leads
(837.50) in advance. ‘

IT'S EASY T® REGISTER. Contact the US.
Department of Commierce District Office nearest

*Foreign servico posts are either embassies (1n capital cities)
or consulates (in key commarcial cities). .

*The DOC receives about 100 foreigt opportuniués cach
day--and sends out notice to 10 10920 U.S. W

L=y .

. STIMULATING EVEN MORE INQUIRIES EROM FOREIGN FIRMS,

"INTRODUCTION By now you're exporung 1o  vou They usually send a-rcpresenm;,;c ¢ youraffiee | |

to discuss TOPS and to help you register for TOPS ‘A’
word of caution speafy in as much deta. as possible
the type of product leads you w.sh torecene A com-
mon complaim from subscnbers leads=come. but not
for what they sell Many of these 'wasted™ leads
could be avoided by 2 more careful speaificaton
‘Products are specified by Standard Industnal
Classificaion (SIC) code described in detail on page
99
US DEPARTMENT QF AGRICULTURE'S
LEADS A comparable servicg is offered by LUSDA’s
Foraign Agnicultural Service tFAS) Their computer-
assisted trade lead program. called TORS . is fres
FAS also publishes a full weekiy bulleun of trade
leads. Export Briefs For informaton and
registraion, contact Foreign Agncultural Sepvice
(FAS). US Department of "Agriculture,
" Washingtom DC 20250 ~ -

LEADS FROM OTHER SOURCES Other sources
cdn generate trade leads 4

Some State governments have set up special
offices to help theu exporters. They often collect
leads from foreign firms seeking U.S. products
which they’ll gladly $end to firmsin their State. To
find out if your Statg offers this service, gontact

. either the nearest District Office of the
Department of Commerce, or' the National
Association of State Development Agenaies, 1015
2th Street, NW ., Washington. DC 20006
Tekphone (202) 331-7880 '

Xport publicatians. Publications specializing. in
covering “export trade “develop leads for
advgrusers There's even a publication devoted
entirely to a listing of requests from foreign buyers
for speaific U.S. goods. 1t ¥s called Trade Channels.
Contact Trade Channel Orgamizajion, One World
Trade Center, Suite 86013 New York. N.Y.
ICI‘HS. . , x
3. Carilers. Some international airhnes collect leads
which they send to thar U.S. customers. To find
out which ones do, contact the nearest Distnct
Office of the U.S. Department of Cammece. |

\

t

TORS stands for Trade Opportunity Referrar Sysiem

~ .
~d

. 3
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' * ITS EASY TO GET'LMD,S FROM FOREIGN FIRMS ' 1

.

Here is a TOPS sampte. It's detailed with current commefical snformation on the ﬁn;i

P

. .
.

.
. .
. .
.
.
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< - SIC' THE GOVERNMENT’S VIEW. OF THE ©.S.*ECONOMY

S, Thc Us. government has estabhshed an elaborate Sy stcm called the Standard Industrial Classification {S!C;

- system to classify virtually ewcr) area of econamic aluvity. Fust, the econgmy is broken down intp over 70
calegones. each*designated by a two-digit code.s ‘

Example: Pctroieum refining and related mdustrfcs carry the code 29, banking carnes the codé 60

. . Eachbroad calegor) is sub dmded .mto-areas of grcater dctaxl untl speaific activities are designated by 4 seven-
- digit code.

t2

Example Petroleum Asphall carnes the code 291 |916. Commcrcxa] Savmgs Bank carnes the code 602 0005
All goods and services fit into one of the 10.009 seven-digit cades. < .

The SIC system s usgd for many purposes. Fos cxamplc statistical data on the economy is reported ofi an
SI'C basis. And thc U.S. Department of Commcrcé uses the SIC system to code ils tradc leads .

A pomon of lhc SIC code system is presented below withaa section of the-broad categon of electnc and
electronic equipment ) ..

If you don't kmow the SIC code for your produc& or mndustry, contact the Bureau of Census. US
Department of Commerce, Vvashmgton D.C. ’0’33 Telephone (301)"63 5449, If)ou write, mcludca«.opw of
your product brochure.

. i ' \
MAJOR GROUP 36—ELECTRIC AND ELECTRONIC EQUIPMENT .
. , Code o Product Description
361 ELECTRIC DISTRIBUTING EQUIPMENT N . b
3612 TRANSFORMERS
a - ’
36122 POWER AND BISTRIBUTION TRANSFORMERS, EXCEPT PARTS
Distribution” uznsformm. bquidimniersed, all voltages and dry type electnc stibity distnbution
. tramformers, excluding generakpurpose transformers .
* | -~ © Overhead ot pole fop transformets ~ v
3612202 ¢ | & 100 KVA and below, single phise ’
36122 04 01 KYA through 500 KVA, tingle phase
3612205 . 500 KVA and below, three phase
3612211 . Compartméntalized pad mounted trzn:formen single phase, 500 KVA and smaller
36122 14 . Subsurface; underground and conveational subway type trantformers, single phase, 500 KVA
and below
. 36122 19 Cpompartmentahzed pad mounted transformers and subsurface, undetgtound and conventonal
subway type tnmh}mm, three phase, 500 KV A and smaller
I -
. . / 3

’ Pl




STILL "ANOTHER WAY OF GENERATING
LEADS. The U.S. Gdvernment has asservice which
will bring your’product news to forergn buyers -
The US. Department- of Commerce sends a
monthly gews letter called Commercial News to all
U.S. Foreign Service posts overseas. Each, edilion
features new U.S. products (2ome illustrated). Com-
mercral News—or an edited and translated versin—
1s sent to key bustness firms abroad L
The Commerce, Department encourages U.S. firms
to send in new product informatien for a possible free
Iisbng 1n this newsletter Information and an ap-
plication are available from your Department of
Commerce "District Office or Commercial News.
Bureau .of Inmternational Commerce (BIC). U:S
Departmént of Commerce. Washington. D T 20230

CATALOG FILES AT US EMBASSIES AND
CONSULATES -Some Foreign Service posts in key
commercial aiyes maintésn catalog files of US firms
which local importers can consuit Send your
catalogs with a cover letter to posts in leading cities
They wll be filed. Note mail to the Foreign Service
post’s U.S. address. It's cheaper They all have one’n
addition to their foreign address. .For a histing, of
Foreign Service.posts and their addresses, gt a copy,
of Kéy Officers ofFarelgn Senice Pogts. It's available
for $1.25 (pald in advance) from Superintendent of
Documents.  Government ,Prmtlng, Office.
Washington, D.C. 20402.

And, don't forget—a hstung in the ‘appropnate
Buyer Guide directories is essential (A- detailed
discussion of how to do this appears in PART ONE
of this handbook ) ’

FURTHER TIPS ON FOLLOWING UPLEADS
Previous chapters have dis€ussed how to follow up
inquiries. Your chances of getting business based on
any leads generated by TOPS, TORS, or other serv-
ices,.is increased by a prompt, complete followup
letter. Of course, you don't want to waste ie trying
o “sell” leads that are inappropriate. For example,

.

" provide more

L)

i L
some.inquiries calkfor product specifications beyond
your range. and 30u won't want 15 respond to “'stale”

ones Although 4 TOPS lead may be “fresh™—less -

than a week old—those iN,Magazines 0z Newsletters
may be up 10 ' months old Tbs buyer mgs have
madc his purchasigg decision -
Here are some tips on how. to respond to a lead
! lndlcatc its sodrce—who sent 1t to you
2. Describe your produas fully, Attach brod\urc; or
spemﬁcauon sheets -

.3 Indicate, your normal export shipping tcrms.

(FAS. CIF

4 Indiiate your normdl pa'umcm terms *
bashful’

$. Tell how your products are packed for expont

6 Include sufficient information so that the foregn
firm can place amrorder For example. tell the firm
your mimmum order. how quickly you ¢zn ship.
etc

etc ) .
Dog't be

Lfdppropnat? send a copylof your response to the
trade lead soutce The TOPS program is interested,
m receiving copies of replies It likes 1o know what
happens to léads it develops :

8 Make a sales pitch’

See page 101 for a sample of a letter in response 1o a
tradc lead .

TO SUM UP ADDiTlO\AL SALES LEADS
POSSIBLE You can increase the number of
inquiries you get from foreign firms by seeking out
trade-leadss The U'S Gevernment has a low-cost
trade lead service Sources in private adusify can
You can also get yoor product
catalogs or information about your product placed in
foreign service posts. where local firms can see them.

-

-

"At this stage we recommend wnﬁ:mod sfrevdcable jettdr
of crednt ’
-

>

.
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.. a firm order. Our payment terms are irrevocable letter of credit confirmed by a.
“* U.S. bank. Our minimum order is 2 units. . .

. _ YOUR'COMPANY,INC. - .

111 MAIN STREET

T ’ o - HOMETOWN. VIRGINIA 22 101
et : 703/821-1860 - - ’
. ' o ’c ’ <

.
~ - - -
- - B - f

) (A-sa}npie sa]es'Tetter in reply to a lead developed:by the U.S. Department of
‘Commerce's Trade Opportunity ProgramJ T ’ AN

v /- . “ LY
" Therma Kitchen Equipment, A.G. e . | ' . . .
"Kircher Strasse 125 ’
_..8952 Schlieren . - .
Zurich, Switzerland . : &
A‘éteption: Mi, ‘Heinz MueTler . - )
Gentlémen: . °. . - oo ) | T -

’ .

The U.S. government has informed us 'o.f your interest in pumhaéiﬁg compercial

cooking equipment. Our company, YCI, hmanufactures a line of infra-red warmers,

fired either by gas or electricity. The attached brochure describes in detail .our..

line*of Mr. Sizzle) food warmers. , A
§ . .

Our equipment is uséd in leading restaurants in the United Stgtes, 'énd sold~-

by~the Targest restairant supply houses. Our product h.a's.special features. noted .~

. in the catalog. ) . .

NI

Price$ vary accortﬁng'tc the ’d}uantity ordered as seen in our attached price., .

sheet. These prices incjude the cost of export packing, normally special corro- -
gated carton containers. Shipment can be made within twa weeks after receipt of

.
'

et e At e Tt

We ook’ foryard to ybur.or&en.

- cc:- TOP l_’rogfrém : c -

-
» . - <, .
. - . -
. ’.
: N RN s L
B s . -
)

>

R Sincerely,

- - . . " .
' . . Y
, .

“Nelson T. Joyner, dJr. °
.Presici'-z.nt_ - N

LI 4

-~ ! . \d
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Lo . 'SECTION'B,
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II?ENTIFYING SALES PROSPECT S IN FOREIGN MARKETS ) '
© . " AND GETTING SOMEONE TO SELL FOR YOU

+

o‘ »

?NTRODUCTI—ON Manyﬁmsare happy v.nh just

replying to foreign inquiries and selling on an L, C
* basis. They may not have the time'or resources-to do
mobe. But some fitms may want to increase exports
beyond this point. Their next step 1s to establish a
regular sales effort in a few markets. Thls section
- describes how to dothis. = -

WHAT IS RéQUiRED By now % assume” you
.won't have product problems (nothlpis worse thar

N

- complaints .from customers. thousands . of - miles -

away), and, we also assyme you can handle the
mechanics of the export tfansacton. Now you will
need some special attitudes'to become a successful

-‘— N,

‘indivadual clearly needs to be in charge. It may be.

your chief executive, it may be your Sales or
marketing manager. .

You must have an export- markeung plan The

. reason for most export failures 1s lack of a plan.

.
e

A FEW WORDS ABOUT YOUR MARKETING
PLAN But your export plan cah be a simpleone..As
a mimmum, it should incfude these elements

1 Sclecuon of the best oppo,rtunmcs Whavforcxgn-

countnes Vd" give you th: most short-range
business?

.

thc countnes? In other

cxportcr ’ 2..How wll you “exploit™ g
. words, can you dcvclo a program for markeun
_ 1. "Your firm.must be committed to cxport. 'I'hxs com- taetics? y P @ prog &
mitment must start with your chief executive and .
, be commumwted to everyone down the lne. 3 Your cxporl budget. (You must spend, moncy to

Success in cxport takes the same kind. of com-
mitnfent that made you successful in the US.

"make 11). .

Export markcung'plar;s. of -course, can (dnd often

] v »,
N market: - ' 3 will) be far more detailed. But careful Attention to the -
2 Responsibility for yoar export éffort must be above three clements should be enough for the firm
assigped to one person. It's O.K. to have your ex- that wants to wtabhsh a sales effort on 2 few foreign
“ . port effort a part-time responsibility, but someone  markets | .
. . LN . - -,
~ -
. N ‘ - * .
’ 1 )
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‘ CHAPTER VII Vo

. IDENTIFYING YOUR BEST FOREIGN MARKET PROSPECTS

¥

* INTRODUCTION. U.S. products are regularly

‘

v

sald in over 100 countries. ‘Fifty of these, however,
account for 90% of U.S. exports. (See the box on page
106) However, it is impossible (and unwisé) for the

neM&cxport firm t6 do business in more than one *

or twd markets initially. Thus, the new firm is faced
with an |mmed|ate deasion. what fore|gn market(s)
offers the best dpportuiity? First, a preliminary
screening can fnarrow prospegts to no more than 10
countries. No government publishes more
information about foreign markets than-the United
States. An incredible amount is available, which can
help any U.S. firm complete a preliminary screening.
Secondly, a more detailed analysxs will identify the
‘one or two. best foreign markets.

’ &

PRELIMINARY SCREBNING: UsS. EXPORT

STATISTICS. Each month the Bureau of Census
publishes a rep6tt showing all exports for the month

.. and o a cumblative annual basis, by, specific product
category {seven-digit Schedule B), by country of

S * T0P POREIGN MARKETS FOR US. c}oons ¥

‘ 8

destination. See page 107 for an excerpt @f the
Dgcember 1975 report. It's easy-t
exporter can then quickly dete
are buying produsts like the ¢

Here are steps you gan fol

'.l Get the Schedulé B’ \um-ber far thezproduut you °

are rcsearchmg (see page 77 for a description bf
Schedule B Numbers which tells ‘you how to
identify t appropnate one),.-

. Congfft the
3¥ears, plus the most cirrent regort.showing yer
to-date statistres. Al Dustrict Offices of
Depanment of Commerce have these reports on
file. They ‘might send you copies of appropriate
pages if you can't stop by.

. .
3. Analyze t?raw data you have collected. For
ex2mple, identily the 10 most important markets
for each year. Calculate the mcreases in export
sales for your product category oxes thepast 2 or 3

+ years for the Jlop markets )

(o]

’
nnual reports for the past 210

o

- In 1974 these 50 cpuntries bought over 90% of $100 billion (in‘U.S. *exports for that yér.

[

b

-

: ~ (in milfions oﬁ!olfars)

. : Imports ’ i’ Imports
fountr}f , from U.S. Cowitry* . fromU.S
Canada............... Coermerearereetenraseres s $22,464 Argeptina ..., b $617
" Japan ...ceenriierennnn, e etas e e anaees « 12,681 Indonesia............... et et sn st - 610
Germany, F. Rep\. .......... Coretnrrenesascnenas -+ 5399 Denmark.......covnrrrn, NN 592
United Kingdom ..........covevrmernnenc... 5276 Peru...i.....eou. s e 476
France...........XCuccevenee s tenrims 4,088 New Zealand ..........cocunnen....... BRI 467
MEXICO ..ovtivererireinteeereesessesesss st 3,778 POrtugal......c.ceeemveeneeesesseseeeeereesen s 440
Brazil ....acecicviireeeenecenrieeeeseseaae 3,434 Thailand.......cccooerueveevereireeen B, > ‘424.,
TALY et Teerne L7 Algeria..neieeveeee e, foeres /403
Netherlands..........cccovcpnn.... F 73,869 Grege f....ouuvurerrierireere s eoee 403
Australia............. < S 2,575 PaKiStah...coorr oo A ; -393
e T 2376 EGY..oroorecsmrorgvecreer e ", 389 s
Venezuela.................. eeorasssanenssssasns - ' 1,999 Ecuador........cccoovmmereveeemicecciene o 357
Belgium-Lux. .........ccoovneen.. desseenernens 1,930 ° Yugoslavia - v 354,
Korea, Rep................ beoerrraee reesszreseenenn. : 701 TUTKEY oottt 2 oo +350
Taiwan.......... dereesersaeasasessssiesnenas — © 1,685 Finland........cccceverveeeeeeireeeeeenr 348
South Affica. it ermrere s, < 1312 Nigeria conrvvvveersse e 338,
t. . O '
- . " < ‘105 &




Singapore, v 1,L169 Jam#ca ......ieilnn JOOO 333
Sweden......... : 1,043 Malaysia, West .vvrvivemmrrerennceesdmiee . © 328
£ .1, DR SOOI VRO voovonenry 975 AUSUIR coovevtceoranrienrrensensfineneineos PRV . 259
. Swnzcrland shueeiserseserenies erperrenenens oiee 945 CostaRica... corerernsiannsniean 248
N . Hong Kong..,.,.z.,.....'..'., ............ poviereren 916 ‘Ireland......... 247
o " . Phili ;826 BahAmMAS...ccccieitccirc e . 235
” , 754 Panama ... Sluccnesninnensinnennsd v - 215
* India 4. . X 719 Trinadad, Febago..........isrrcmnrann eeenses 200
L. Norway..z.... 6718 Morodco...................-. .................... peesnes . 171

.
- .
Source: Comnmerce America
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DETAILED EXPORT ST ATISTICS AVAILABLE C g

The U S. Govq;nment publishes detailed monthly export statistics which show the net quasuty exported to
each. country, and the value df the shipment for some 3,000 product categones.

‘A. sample-FT 410 Report -

(Umted Stam Exports of Merchandise by Counfry of Dwunauon) is reproduoed below.
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« NOTE WELL.. The basic Census cxporttradc repont
15 termed FT 410. U.S. Exports of Domesuc and
Foretgn Merchandise; Commaduy by Country of
Destinaniqn. But this report will not include shipments
to Puerto Rico, usually ‘an, amportant market for
most U.S. goods Export information on Puerto Rico’
is published in FT 800. “Umited States Trade with
Puerto Rico and with United States Possessions. a rep-
ort that gray be hard 1o find. Some Distnct Offices
will have the information. If the one nearest you does
not, write. US. Trade Reference Room. Trade
Analysis Staff, US. Depagiment of Commerce.

. Washingtot D.C. 20230. “Chances are they will
provide you with exports to Pugrto Rico for your
Schcdulc B- product category. As,k for scven-dlgn

* export data. - ~

Example: Mullen Manufactunng Co Inc ,—a
minortiy-owned manufacturer of road paving
“equapment—commissioned a prehmmar) screening
to wdentify their best markels Their Schedule B

- Number, whick they obtained from the Depariment
of Commerce, 1s 7198010 Analyz2ing FT 410 and
FT 800 reports for 719 80d0. Mullen came up with
the following markets, the best lmponens’o/ road
paviag equipment indicated by the to1al U S eiparzs
for its category :

. - L‘ S Exports
Country . ' 000 s+
Canada............ oo cviiie ey e .- . §7,552
Iran',.,.....y.:.;,.............'.... ,\/ ce . 1,730
Kuwalt ..o e .o 1.150
Venezuela.m... ..oooviiiiiee . 1.000
Mexico.... cocos v, v . 928
SwedeR.. ot v e . 650
SPAIN.ceeepvarras e e 532
PUCMO RICO oo v o s o . 345

.

. - &

STATISTICS CAN DO FOR Y%z You must-
recogmze potential himitations 1o cnsus' dxport
trade statistics.

L. Spmc products are lumped togcthcr with many

% others (some dissimilar) i certdin Schedule B,

classification categonies. They are kndwn as
“‘basket” cmcgonw .

" Example: ng pong tables are ‘included with
roulette wheels, billiard tables, and other gaming
. tables. Thus, the best markets for gust ping pong
-tables cannot be identified from an analysis of ex-
port trade staluub&Bul the information may still be
useful, v

L
’

The United, States Government does not consider
Puerto Rico an export market. However, most US. firms
that sell 10 Puerto Rico assign sales tcspons:blhty to ther
export departmerit. .

*Limited to manufactured goods. only

fos:

’ ‘o J .
. f g’ \
The stg nstncs will elp you. chiminate fforeign

mirker; If “basket” category exports are small.
u will know exports for the product you

rching are eyen less' ~

2. Expfrt statistics are based on past performance.
.not falways the best esumate of future potential

FASTEST GROWING MARKETS Export
stausf}cs show past performance. but some countrnies
may pe i potential market for your product because
of terr rapxd gromh rate In the past. they may not
havg imported roducts-such as'yours See below for
countries which will grom fastcst between now and
19%

THESE COL\TRIES ARE PROJECTED

ote Eaumated growth in GNP 197510 19900 “74 dol-
lars
Source Prgdicasts /

rd

LIMITATIONS TO WHAT -EXPORT - :

»

The U.S. Department ofCommcrcc 1s particularly
interested 1n three of these fast-deVeloping markets
Nigeria. Indonesia. and Venezuela. They have com-
missioned in-depth research 1n all three to 1dentify the

. top prospects for U.S goods, research which also

details how these goods are sold This research 1s
available for a small fee If you are interested, check
with the District Office of the Dcpartmcm of Com-
merce nearest you. -

TARGET mmusrkuzs. The Department of Com-
merce has identified 15 industnes that it feels will
hav?ocpuonal export growth potential 1n the next
S yedrs.* (See page 109 for these industries.) Com-
merce has conducted extensive m-dcpth research this
year and last 1n several key foreign "markets to
identify spearfic product opportumities in the 15

¥

-7

oD

. « TO GROW -FASTEST IN THE
‘' NEXT 15 YEARS . .-

T © Estimated
C'Pw‘lf» Gronth
Rate

¢ Saudi Arabu 1o
lran 10%
Nigenia - : . g2
Taiwan . . “6 "
Japan 65
Sauth Korea 64

- Brazl 64
Y sgosiavia 64
Venezuela ‘ 62
Portugal * - 63
Romama 63
U nited States . 3,
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[y . : L '

i‘ndusmw. The research reports descnbe markeung Market Digests for a partieular industry are

praetices. and pinpoint potential customers completed. a “master’ report 1s published with an
Documcms available; overview of the export potential

r M \ .
L. The ongmal in-depth . markr tesearch The If your firm's products fir a target industry cate- |,

Department hires market research firms to  gory. then wesuggest wou request a copy of the Gl‘o;)z
develop the markeung 1afébrmation Their  Market Survey (GMS). Contacy the closest Dis

individual country reports, frequgntly runming 100 Office of the Departmem of Commerce It will send

- ,pagcs or more, are available on request you one. or tell you how 1o get a copy After .
reviewing the GMS. ask for the Country Market
. Digest (more detailed) and the onginal in-depth
::,:S;(:CT%;[S;:;:;&T;“O{ the n-depth ongunal surveys (sull more detaled) Again. the Distnct
: * Office ofthc Commegrece Department can provide the

3. Global Market Sune!v (GMS) Once all Country ,smdy or (onu how'to ,ge{ one

-2 Cauntr)a Market D:gesl Commerce pubhsha 8-

4

. f . T _r,: . . ' .
- THESE 15 INDUSTRIES OFFER THE BEST OPPORTL'\'ITI%’S
- FOR US. EXPORTS ]
(Accordmé to the U S. Department of Commerce’ s Target Industry Program) ¢
. - ! : Pub!rcauon;
Industry - Daie
Biomedical equipment .. .. .. U . . . June 1973
‘ Computersand related equipment”  °. . C o : October 1973
Electronics industry production testhu;pmcm N FR . Apnl 1974
ztmg and graphic artsequipment . . . . S o Junc 1974 ’
, fonic components .. . g e e October 1974
Metalworking and ﬁmshmg oqu:pmem e e e e . January 1975
Avionics and aviation support equipment.. e s . . . May 1975
Processcontrol instrumentation-... ... .. .. S e July 1975 RS
Food processing and packing equnpmcm - . August 1975 ]
+ Arr/water punfication & pollution control cqmpmem S e . Decembet 1975 T,
Laboratory instruments.................. e e e ... ..  February 1976
. Business equipmentand systemis.... ., ... .. . . . ... R .- May 1976
. . Electricenergy systems ... 0ocovoviie o L C ..t Junel976 ‘
’ Communicatiorfs equipment and syslems........ ... . ..... Funiiiee o ... August 1976
Building products and construction equipment . ... ...... ......... . ... . November1976 .

Extensive in-depth market research 1s planned—or completed—on these'industnes .
. -
OTHER SOURCES Analysns of export stausucs 2 Government Industry Specialists. The D,epanmcm

plus review of government foreign market research of Commerce, the Foragn Agncultural Service Z
should give most firms sufficient information ¢o (FAS), the Internauonal Trade Commission, and -
narrow potenfial markets to no more than 10. If you « other U S. Government agencies have speaialists
feel this information is not_available or not detailed | who follow the- international trends of most /
) cnough here are some additional * ‘market research™ industries. They wl share their information with
somc&s . you. and even‘suggest other sources. nge 110
~ descnibes how fo contact

o ’l
I. Trade Associations. Many U.S. trade associations’ ° ’
analyze foreign market opportunities for member

firms. Many will share_this information. 3 Expenenced exporters. Most exportets—even

- compettors—will share their information and

The Encyclopedid of Associations published by Gayle ®  ¢xperiences. Trade association officials or
Rmrch.cy;lodied'rower. Detroit. Mich, 48226 hsts  * Department of Commerce District Office .
practically every U.S. Trade Assocation. Most business ¢ specialists can suggest contacts You bmll bc_A
libranes will have the encyclopedsa and can give you names pleasantly surpnsed at the level of help you will
of appropHate associations by phorie. | get.

gc | o _
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.4. Trade publications. Most trade pubhications follow
international marketing trends and conditions. A
few have published in-depth research Contact the

-

~

“4f you ase upfamihiar with all the publications covering

your industry. check Business Magazines Rate and Data

£ Service published by Standard Rate and Data Service. Inc .

5201 Old Orchard Road. Skokie, il 60706 It hsts 4.000

US trade. fublicaons Business Hbranes carn this
referente. ¢ : !

@
v

+

editonial staff of publications covering your pro-
duct and wndustry *

The W orid Trade {nsutute A computenzed biblio-
graphy of thousands of market reports and pub-
licaions «1s maintained by the World Trade,
Institute 1n New York The average cost for a
search. according 10 ats officials.is about 85 You
will recerve a bibliography plus a brief description
of each document and how to get it Tontact the
World Trade Information Center. One World
Trade Center. New York. NY 10048 ’

0

%

* , . .

» YOU’LL FIND INDUSTRY AND PRODUCT EXPERTS

b
. IN THE U.S. GOYERNMENT i
COVERAGE ADDRESS - TELEPHONE
Manufactured Goods Bureau of Domesuc Commerce (202, 3772000
] Department of Commerce
i . : Washington. D C 20230 .
3 - ’ _ LY
Agncultural Products Foreign Agncﬂ'rt-ugal Service t202)4%7.2971
‘ - U S Department of Agriculture *
. Washington. D C 20250 )
Any Product Office of Trade and Industry 1202) 356-616%

Intermauonal Trade Commission

Washington. D.C. 20436

ANALYZE THE INFORMATION YOU'VECOL.
LECTED TO NARROW YOUR FOREIGN
MARKETS. You should have enough information
10 narrow your prospective. markets to no more tharnr
5 or 10. Consider past expors. Consider neariess 1o
- the United States. Conyder projected growth rates.-
* Yqur-next task 1s 10 narfow your, choice to the best
markets. Dcvclopm%néxpon business in more than
three foreign markds will require resources far
greater than you Bave available. Thus, narfow the hist
.to only one or two. You will have to obtain
information about trade barnes that may bar im-
ports of your products in speaific foreign markets and
you will trygto determine exactly how your products
are normally sold there. - ’
BAKRIERS TO YOUR PRODUCT. Thetwo kinds
of barriers your product will face in a foreign market:

1. Tariffs. Foreign governments le¥y "taxes™ —<atled
tariffs (or duties)—on mbst goods coming nto
their country. First, the government miay want to
raise fevenues, and secondly, the government may
want to,protect local production or husband-
scarce foreign currency. A

'E.tmpl'e: The Bnush govemmer;t levies a tanff of
5.5% on the value of icemakers. Thus, the cost of an

tcemaker. valu

51,000 C1F Liverpodl, widd be
$1.055 afier payment of the duty _

& s

Nontaniff barners In addition to tanffe. countries
frequently have other barriers to imports Some
establish quotas sd that the total amount of a
particular product i1s hmited Other governments
insist that imported machinery must conform to
national st_.andards.‘somcumcs.dxfﬁcull 10 prove

()

L * ’
Example: The LS Government resincis the
amount of butter that can be imported in the United
States through establishment of quotas Imports of
tertain Fectral mavufa.tured goods into Germany
are not possible unless the produci has received a
government inspection slicker. somelimes quile

3
, -
difficut 1o obiain -

WHAT BARRIERS EXIST FOR YOUR PROD-
UCT. It's a simple matter to determine tanfls
{specizl taxes on imports). but nontanff obstacles
such as quotas or special standards are more difficult
e pin down. If yours 1s a manufactured product, the,
U.S. Department of Commerce can piovide you wnth
the information. if yours is an, agncultural com-
modity or product, check with “the Foreign
Agncultural Service of the U.S. Department of

110 114
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Agriculture. if yo"hr Department of Commerce average rate for all imported products, and can

’ Distnct Office ecannot provide you the information, probably give you an opinion as to the seventy of
they can put you in touch with Washington tanff the tanff barner. )
experts who follow trade rggulationsand restnctions ’
abroad. Here 1s how 16 requestithe nformation FOOD PRODUCTS A SPECIAL SERVICE, .The |

: U S Department of Agnculture offers a unique sery-

1. Describe duct to-the tanff specialist Jt  'e¢ for suppliers of food products who want to
wil help if you know the U.S. Schedule B 19egu polenual barmers abrosd USDA food

Number.” The tanff specialist will have to idenufy sp&ralists. stauioned abroad will check Jout all
the appropniate classificaon number for your potenual bartiers For information about thrs free

d . service. contact Foreign Agnicultural Senice. U'S .
product .

) - Department of Agriculture. Washington.. D C
2. Indicate the country where you want to sell 20250. attention New Products Testing System

3. Ask tanff rates on your product category. Note .

" Sometimes replacentent parts have different rates DRAWING CONCLUSIONS Compare and
. (and different product category numbers) contrast tanfTs for sach country For example. Puerto
Rico will have none Comparerthe tanif rate for your
< product with the average rate for the country s a
5 Ask the speciahist’s opinion on the magnitude of  whole Rates in Mexico. for example. are generally
barners identified . He'll be famibar with the  much higher than those of European countries with
similar products Thus. a high 1anfT rate n Meuco
may not be as severe a barner as an equivalent rate
"Mosz,forezgn countries have thar own system for  levied by a European country Begin eliminating
dassifying goods Many subscmibe 10 a system called | countries wHere barriers seem ogterous. on the other

Brussels Tanff Nomenclature (BTN) hand: focus on markets with few barners

WHO WILL SELL YOUR PRODLCT? contractors, for examplé) In all cases. the US ,

y . : suppher ships to and bills the customer. not hus
(These are the kinds of fu;m§ you are likely agent_ in the name of his U.S mapufacturer and

\to find handling the'geods of U S. suppliers) forwards the orders to him

4. Ask for any nontanff barner information.

The agent’'s compensation, “the commission™, is

There are many different types of firms abroad that based on a percentage of the sale imost often the

sell US products The pnncipal ones are com- F O B. factory value). It s normally paid after the
mission (sales) agents, -often called manufacturer's customer pays the U S manufacturers. The-ageat
representatives, and importing distributors often adwises supphers on his customer's credn
wholesalers In a few cases. a foreign manufacturer standing and he helps with tardy payers. as he is
© will take on a U.S. product to sell. which the “man on the spot *° Commission raies vary
,complements his own pt’bduct hne” In Afrrea and according to product. order size. and other
Japan, latge trading companies will do the bulk of ° factors .
both exporting and importing. In Eastern Europe. Example: A honte appliance manufacturer has a

government-owned state trading orggmzauqns do all standard commussion rate of 5% A manufacturer of '

exporting and fhporting. scientific instruments has a standard rate of 10%,

1. The export’comnussion agent or representatire A _exceptn ltaly where a 20% rate was se1 But the
commission agent acts as the sales representauve - agen! was required 16 spend his own money in
for foreign suppliers. Small firms usuall§ have no - e.xte;nsn'e market promation

L

more than five product lines. Some are large,” A, comnussign agent usually works on an'exclusive \
employ several salesmen, have brancl offices, and “territory .geographical, basis. and he won t handle =
handle hundreds of lines. A commission agent your compettors,’ . ,

- generally does nqt sfock, but may provide Example} A comrnssion agent located in San Juan, .

* servicing. The agent generally sells through a
network of distributors (wholesalers) “and/or -
dealers/(retaters). But he alo can sohcit’orders
directly from end-user (manufasgfcrs or

Puerto Rico. represents five US compames in the
bulding products field He works closely with large K

In larger foresgn countnés, 2 U S manufacturer may

. have more than one commuission agent covenihg a particular
. o *The terms “representative™ and “agent” are synonom-  terntory When a manufacturer makes ‘several products
ous. Industrial products exporters usually prefer the term which can be used 1n many indusines. he often appoints
“representative™: consumer goods exporters gederally use  several commistion agents. each with exclusive saies nghts
“agent.'t . . - . 1o & particular industry - "

v - ¢
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PAruntext provided oy enic [

" give him an exclusive salés terntony

.
s Ed

¥

Puerto Rican wholesalers, some on an exclusive
basis, and he sells- directly 16 large gerieral
contractors. His normal rate of commussion from his
U.S. principals *1s 5% on équpment. 0% on

replacement parts’ . i

. Dzstnbuwr twho imports; A foreign dxsmbulo: i

a merchant who buys from 2 U S suppher at a set
price ans fesells to end-users, retailers. ot smaller
distributors. T&e distributor then sers his selling
price (someumnes after consulung the suppher)
There are two types of distnbutoss exclusize and
nonexclusive. In return for exclusive selling.nghts
from a U.S. supplier, the distnbutor often assumes
fill responsibility for local sales promotion and

servicing. The exclusive distnbutor will not bandle |

compettive products He stocks inventorym has
his own salesmen.’and extends credit He wili in-
stall and service. Thus. his U S supphes gives him
a much higher p reak than an agent's com-
mission because he assumes greater nsk ¢

, .
The nonexclusivd distnbutor functions in munch

the same wiy, buithe U S manufacturer does nol

v

In some countries the functions as a commsssion
agent as well Then he sells from inventory. but he
will act as an agent in any transactions—perhaps
on large orders from end-users—passing the order
back td the U S. suppher and taking a commission
on the sale.

Distributors frequently established a dealer

(retailer) network. and they also sell directly to
¢nd-users. It depends upon the product and the
size and traditions within the specific market

Example: OTESCA s a large. well-financed
Venezuelan disinbutor of road construction. in-
dustnal, and automotive equipment It handles hun-
dreds of hines from Unuted Siates, European, and
Japanesesupphiers Not only does ut sell frong inven-
tory, but it will sohcit orders on a comnussion basts
The firm acts as both an agent and distnbutor in the
name of their supplires .

SlaLe trading organnizations In the Sovxet Unton .
Egypt, Pcoples Republic of China; and other
Eastern European and Afncan cofintres, govern-
ment agencies called state trading orgamizations
handle all imports. These organizations buy and
sell on' their own account.

Example: The Nile River Company, and agenc; of
the Eggpu‘larz government, handles impons of all
nce. Tractor'and Engineening Co., another agency,
imports industrial equipment. .

. Trading companies. Trading companies are the

dominant marketing factor in Japan and some

.

-
Yo

-

- |4
Afnican countrnies They are very large corpora
{ions engaged in many buwness activities The
trading company affiliates may include factones.
banks. shipping and insurance compames To
show their importance as an importer. Japan last
year imported $11 bilhon in U S goods Trading
companies accounted for more than 807 of xhdt
total -

*

In some transactions. the company buys On_ils
own account. 4ns it will alsG act @y & cOMMission
agent

Example: Musu and Company s a gigantic
Japanese corporation sith over 34 biltion 1n annual

sales Its import arm handles more than 82 billtonin - -

. U.S goods annually It represents several hundred
US firms in Japan
The importes goods are de<uned for other Musu

Companies or mdepmdem Justomers

I3

HOW ARE YOUR PRODUCTS SOLD? A second

questiorr to answer ‘How do products similar 1o mine
normally get <o customers” Ideally. you'll want 10

s

tart your export efforts in those countnies w here the

distribution system is ssimilar to the one you use 1n the
United States You won't want to start out where
marketing 1s different For example. selling 10 castern
Europe and the Pwpic s Republic of China (PRC) s
not at all like selyng in the United States Government
agenicies control and conduct trade Selling in Japan
is also different On the other hand. marketing mn

Mexico, Canada.
* Amenca, and Western Europe will be similar to your

S

Puerto Rico. most of Laun

ales efforts 1n the U'S market
Several sources can help you find this snformation

Markei Factors in {Foreign Country. The Com-
merce Department Ras published a descnpuion of
marketing practices for most countnes €heck
with the Distrrt Office of the Department of
Commerce If they cannot supply you with the one
you want, they will tell how tg(ordcr one.’

2 Market for U.S Agncultural Goods " Foreign

Country:. The Foreign Agrnicultural Service has
prepared in-depth descriptions of how agncuitural
products and food. products are- marketed 1n
sclected countnes To find out winch are available,
contact the Foreign Agricultural Service, U'S
Department of Agnculture, Wakhington, D C
20250. .

3. Help _from the private sector. To find out what's

L)

2
L}_G‘ . ) a- .

available—and a lot of information s available— . °

ask for a search of the World Trade Institute’s
computer-based bibliographic file Contact Wosld
Trade {nformatwn Center.40ne World Trade
Center, New York., New Yosk 10048, A search
costs about $5. - .

N




4. Foreign count?y marketing specialists. The U.S.
Department of Agriculture. (USDA), the

Department of Commerce, and other agencies.

_have specialists who follow foreign marketing
trends. Contact the nearest Distnct Qffice of the
U.S Department of Commerce for information
on who they are and how io get 1n touch with
th;m.

Tatk with an efpérienced exporter Nothing beats a
briefing by someone selling the same type of prod-

uct., Most exporters are flatteredwhen asked for
adwvice. Again, the US. Commerce’s Distnct

—

OfTice can probably put you in touch with an ex-

porter near you

GETTING YOUR PRODUCT TO
MARKET. Your products will get 10 your forgign
+ customers through different types of local sales
organizalions. .

|. Through an' exclusne importing distnbutor He
imports directly from the U.S supplier and seils in
his local market to smaller distributor-
wholesalers, and, or to a network of dealers. Your
Adistributer will also sell to endwusers
(manufacturers, Wat:»a contractors, etc )

Example. 'S manufacturer of medical
instrumentation” sells in Switzerland through
Laubscher &-Co ., A G, an exclusive distnbuor
JFhis disiributor purchases directly. and generally
marks up the pnce by 30%.

2. Through a comnussion agent tor representative! A -

commis$ion agent solicits orders and passes them

on to the U.S. supplier, who then ships directly %o

the foreign customer. The 2gent also sells to

mranufacturers or throngh a network of

distributors and dm]crs

Example: A U S. manufacturer of consumer plastic
-

.« e
L]

s
£

products sells in the Umited Kwingdom through
Spearhead Selective Sampling a comnussion agent
Spearhead soliits orders fram »holesaler; and
department stores

et

3 Sell direct 10 customers Customers are so few in
some countries, the U S manufacturer sells to
them directly

Example: 4 l. S manufadurer of automotive
panel instrunents sells directly to Scandia-Vahis, a
Swedish truck manufalturer

’ [ A B -
As your export business expands, you may use

different methods to reach customers in, different

countries For example. a home apphance
manufacturer uses a commission agent in Puerto
Rico and Canada: a trading company<n Japan. and
an imporung distributor 1n the Philippines

WHAT IS BEST FOR YOL” Haw will you sell in
the one or two markets you have selected” If the
markets are large, you probably will select a com-
mission agent or representative Then he will be
responsible for seiting up proper distribution
(generally voy will find it easier to establish a com-.
MIsSiON agent of representative than a distnbutor) If
the markets are small. or if yours 1s a product that

requires invémory and or servicing, vou may want to
seek distnbutors

TOSEMUP Youwill quickly be able 1o narrow the
aumber of potentizl markets from 50 to no more than
10 by analyzing U.S export statistics. or by access to
forc:gn market research reports In narrowing the hist
to the one or Bwo best markets for your products, find
out the potenuai import barners and analyze e sel-
hing methods needed You won't have tokake a atnp
abroad to select those markets that offer the mqst

potential A wide range of market research
information 15 available.
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INTRODUCTION. You will find"it advantageous

. 1o develop a simple marketing plan. Also, you will
have to“prepare catalogs, specification. sheets, and
acceptable price lists. Thes¢ are minimum
requirements. Your prospective agent’ will be unable
to ¢ell your products sucgzssfully without these basic
tools. o

. - MAKING A SIMPLE PLAN. At this pomt, you
have selected the best market and-made a decision on
what form of distnbution you will use to reach
customers in this market. Your next step is to develop
a simple market plan. As a minimum, your export
plan should include: .

1. A statement of your objectives. These should be
realistic and stated i terms you can measure.

_Objective: $15,000 in orders within 6 months

Objective: To “sign” an agent in Puerto Rico
by (name date). - )

T
RO

several strategy choices. You can mqdify your
product (expensive to do), you can raise or lower
your prices, you can <hange onc of several

, marketia ods, and yod can spend a great
deal onromotion or none at all.

3. .Budget. Budgetefor your efforts. Items to
. consider: personnel, promotion material such as
o, catalogs, price sheets, andsm%o;bmanuals(a full-
,time export manager will probably run $50,000

. . ‘or more. *That includes his salary, traveling
ex €tc. The new exporter that focuses on

- just one or two markets can set a budget of $500
per country).

. 'zl'AI,K WITH A SPECIALIST. At this point, talk

b .

*

., .  establish a budgst and reviewyour plans: The Com-
merce Department District Office 1s a good place to
start, (See page 115for a description of what they can

) do for you.) You can register your firm on their

- computer-based list of U.S. firms interested in ex-

- > 1 4

“agent” to indicate

” n this handbook, we use the ferm

any type of export selling organization. commission agent
- {or representative), distnbutor, state trading 'a.mu.hon,
AR tfading company, etc. )

’

; ) . @
2. Strategy/choices. -As an exporter; you have

Y with someone experienced in export. They'll helpyou .

.. ' CHAPTER VIIf . .

MARKET PENETRATION: WHAT YOU WILL NEED

porung. Ths, list is used by the Department of Com-
merce to alert exporters ahout activities such as
upcoming foreign trade shows ‘

"YOUR CATALOG OR SRECIFICATION SHEET" -
ESSENTIAL! Forget an claborate brochure Infact, |
your domestjc brochures with “inserts”™ giving export
information _may work out. Tht expom “insert”
should include the following information how your
products are shipped, how they are packed, and ship-
ping details Such as dimensions, gross and et weight,
etc.
YOUR EXPORT PRICE SHEET' ALSO
ESSENTIAL! Most experienced importers want-to-
know the cost of your goods at 4 U.S. port of exit.
They're expenenced in esumating ocean (or air)
ftaght and insurance .charges. Therefore, try to
develop an export price that includés inland freight
and a “cushipn” to cover additional cosys (freight
forwardcra‘écs, commissions). Also indicate
minimum ofder quanities and estimated cost of ex- .
‘port packing. (See page 116 for an example of a simple
export price sheet.)

Many exporters use “list prices” (the price tothe

final customers) plus discount sheets given to their

foreign agents.?

Most new export?rs simply use their domestic price
plus inland freight, packing, ttc. This may resultin 2
price that is too high (or possibly tgo low). You want
a pricesthat returns a suitable profit, yet low enough
td be competitive. Some experienced exporters
recommend climinating domestic marketing costs

* (such as advertising and selling expenses) from their
)cxport price.}

‘Note: Your price should also includga, ‘cushion™
t6”cover additional costs (freight fo;wmc{'s fees,
etc.) and to cover commissions. -

t
Bl

.. ‘Some exporiers use different discounts in different
.markets. They attempt to “fit” their price to the specific
market. ) .

" ‘More experienced exporters frequently take into ac-
count marginal (or incremental) cost prices. The start with
only direct, out-of-pocket costs of producing and selling for
export. This is their floor price. Anything lower would be a
lpss. The difference between this floor price and the final
selling price is known as contribution to overhead and
profit. : ' .

. : - “_4‘118 . )
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20 WAYS COMMERCE DEPARTMENT DISTRICT OFFICE SPECIALISTS
. CAN HELP YOU SOLVE YOUR EXPORT PROBLEMS

LA specialist can help you decide whethgr you should export, and if so. how to do 1.

. They can help you wrth your response to foreign inquiries.

LA * 4

2
3. They can tell if your product is exported a.nd ‘where.
4

They cdn tell you the spemal Schedule B Numbers (needcd for your export doclarauon and useful in

checkirig out trade stausncs) and the SJC code:

Y

. They'll brief you on how air and ocean freight forwarders help you. «* &

. They'll help you ‘get govémmcnt sponsorcd forefgn market reswrch on your products.

‘\
. Thcy can tell you where you can get mfor‘matron on how to do busmdss abroad, etc. N

5
6
7. They can tell you (or find someone who can) what the import duties. are for your products.
8
9

. Thcy Il advise you on U.S. export controls and whethcr you need a specral export license.
10. They'll tell you how to get more induiries from abroad. Specrahsts help you wmplcte an apphs,auon for the .
Trade Opportunity Program (T OP) (See page 97.)

11. They'll telltyou how to find foreign agents 3nd, cr dsstributors. A speaialist can help you r.omplete an ap-

phcanon for the Agent Distributor Service (ADS). (See page121.)

12, They'll tell you how to dcvclopchsts of potential customersn all v«orad markcts They Il help.yOu apply for
the Export Mailing List service. (See pagel21.) P

13. Specialists tell you how to get background and credit reports on forergn firms. They'll help yau apply for a
World Traders Data Report. (See pageil8.) .

14. They'll tell you what' U.S. Government trade shows wiil feature products like yours and where thc) will

bl d-Sheuld-you-decrde to exinbt, they it tielp you apply 41/ pYovide Tou with Lips on making your exhfbit

sugcessful.

15. A specialist can gwc youtips on forergn travel.

16. They'll tell you abOut the services of Expon Management Compames and how to find one (See PART
. THREE).

-

17. They'll brief you on export ﬁnancmg and export agedit insurance. They can put you 1n touch with the”

Export-Import Bank of the United States and the

reign Credit Insurance Association.
18. They can introduce you toa Jbanker who is active in '
19. They can put you in touch with cxpcnenwd exporters an world trade clubs.’
20' Specralrsts can help you wrth a market plan and budget.

NO.TE Not all district ofﬂocs give the samg caliber of help. It depends on locanon. staffing level, and
individual expertise. Rcmembcr, a specialist cannot find ffnancing for you. ; -

h

.

* TO SUM UP. Befdre you begin an active sales cmaloés and price sheets. If you don't, agents and

carhpaign, you will need to plan. You must have  distributors won't work with you.

- v . -

3

ot




. - - . - . . \

. JOHNSON PRODUCTS CO. INC, PRICE SHEET | PROFESSIONAL

. Menumum Order U.S. $500. *Export Packang at ost. Ax Prces F 0.8 Port of Ext.

L - 4

SUGa. us, - CASLS

. For sz * raopuct PmCC O PDSOT Atk PiAhSTRACK  eAirr oo
T 015 160z Ukra Weve Heir Calturs (Straightenen) $1.50 51080  looz  OdScuf/22bs 110
- 060  4XB.  Utrs Weve Pra Crame s 3.25 240 voir 10 nAme 42
. 101 16cz Uty Shees Creme Satia Pryss 360 2392 low  OdScut/16Bs 121
1S 4B Ultrs Sheen Creme Shamsos . W35 3080 ¢ Ho  10cun2BRA %6
- " 120 16cz  Uttrs Sheen Dus Tex Proteta Conditioner 395 2844 lom  036cu m/iSma 118 .,
. 128 16062, Uius Sheen Dand A Rime Concentrats {2s 9.00 foor C36cf/15Ls 118
130 16cz  Uttra Sheen Shempeo Concantrate 175 1260  loez  036cu k,iSRa - 115
L0 I5cz Ulirs Swees Protain Creme Cosdltionsr 330 176  loex 0N RhIStL 120
‘. 143 léoz. - Uitra Shees Crame Basd sl . o128 900 1z Oabcu L War 110
150 16cz.  Utrs Sheen Greme Relexer £2 Megolse  / 365 2628 ldez, OdScumzzen 110
"153 16cz  UttaSheenCrammi2Seper | 365 228 lom CO0&se @B 110
155 2oz rre Sheen Newtralizer Shampeo | 228 1620 1dez  10cs 29 550 v
L3160 . 732cz. Uttra Sheen Mimse N Set 1.2% 9.00 1dez 10cu mR9Mr 55
162 1GaL  Uirs Sheen Super Settiop Lethen 500 300 1 Hom 10w paTR. | 48 i
. « 1160 8oz Uttrs Sheen HoldJt-Sheen Dispemser (Luvoty) <060 432 1o OFewfmyiSEL 189 -
T Py " ' - — '.
et e et S unp- e aeeus mmmns
T g 'i’EBHE ::!T =AY 4t d 4:J Q"Eg ﬁ
- . PRICES QUOTED: F.0.B. US. PORT O EXIT : '
_ - MINIMUM ORDER: $500 NET S
o CASH WITH ORDER DISCOUNT:.3% . .
, - EXPORT PALKING; AT costT (MlN!Mlm PALLET ORQER s$i2. 00) . ’ -
e INLAND FREIGHT: PREPAID TO U.S. PORT OF EXIT e, ' _
’ ‘ INSURANCE-FOR YOUR ACCOUNT ' v
. CREDIT TERM§: IRREVOCABLE LETTER OF CREDIT OR SIGHT DRAFT D/P '
. ' PROMOTION AND ADVERTISING MATERIAL ' .
. . BY MUTUAL ARRANGEMENT. . ’
A CABLE ADDRESS: JPCINT - ) - :
! - TWX: 910-221-1178 - ¢ ) .
b . - R ) ' N . -
JOHNSON PRODUCT $ COMPANY INC., « 8522 S, Lafaystte Avenue « Chicago, ithnois 60620 .
mrm:b IMUSA  ° - - . i 178
- ) . i . -
. , .
, 120 - :
Q ’ 116 = -+ . . -
E MC . . e . ’ .
-, ) i . _ . o
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‘ INTRobucnow Your selling effort abroad
. depends on the selection of a comipetent and
. motivated- agént or distributor.! -An_ageny has the -
reputation of your company in his hands as well as
your future in his market. Yet, he is really only tied to *

you by the profit he makes from sales.

This chapter discusses how to select, evaluate, and’

* support agents. Selection is a two-step process.
Selecting ageats requires time, patience, "and °

»  discipline. First, you must develop a list of several
possible agents per market. Then narrow-the list to

your first choice and a ‘few backup candidates. A
" common export failure: agency relationships are
entered “into much too lightly. Thus, exporters
Lhrow awdy a market” and “‘buy trouble” by cho-

exporters say that selection of agequate agents is one

of the biggest barriers to mabhshmg a successful
export busmess

" .YOUR FIRST STEP: THE AGENCY

-° PROFILE. Before you develop your list of

prospects, go through-the following “cxcrqsc to

- FOREIGI\'}' AGENTS: PICKING THE RIGHT ONE

"+ osing the wronig one in the first place. ~Experienced '

J

- CHAPTERIX . - - _ -

3

The answcrs to those quesuons will help ““paint the
plcturc * of the ideal agcnt

. AGENT DISTRIBUTOR SER\ICE (ADS). It

develops’ “live” agent prospects 1n mést world ¢
markets. U.S. firms submit.requests for an agent .
“search™ to the Department of Commerce. Thclr
requests are then sent to U.S, Forcngn Service psis,
where’ Siate Department personnel (usually the com-
mercial attache) persgnaliy contact local firms on the

U.S. manufacturer's behalf. If local firms are
interested, this information s cabled back to the
Commerce Department, who then nmmednau:h sends

it to the ADS requester. Thc service takes up ter 3’

months. ‘ )
Commerce processes sevefal thousand ADS

requests each year,'and one out of four requestors

signs up one of il suggested firms. The fee. $25 per

" country. Se¢ page 121 for a sample of a filled out ADS

form and a sample of the information provided upon
completion of the search.

ADS forms—and help in completing tbem—arc, ]
availa tof 4 -.

3. Financial needs. Wil you need the forcngn agcm
; to invest his money in ma promotion,
inventory, or servicing equipment? -

. customers should he have?

Degree of know-how required. What specmhwd
markctmg, technical, and sales experience or
expertise is required of the fitm and its

personnel?
Facilities. What physnw.l faclhu&s (warehouse,
branch office) are ‘needed for stogking and -
-dlstnbuung your goods"

- ~
' 'In this chapter the word “agr:m“ is used in its'general

sense, appiyxng cither to 2 commlssnan agent (or
representative) of to a distributor, |

s 6.

EC_wA:

clarify your ojectives: . -
‘ 1., Size of firm. Do you want a one-man ﬁrm ora -
large, perhaps bm«-ﬁnanced one*with many
salesmen? -
2. Does it matter if the agcnt has oompctmg prod-
- ucts" .

4. The -agent’s existing business. What kinds of .

Commerce. A wotd of caution: bé precise 35 to the
type.of agent wanted. Include literature on b ?th your
product line ary your firm. You must make sure that
the Foreign Service post has adequate informtation on
you and your products so a good “selling job™” canbe . .
done. .

Reinember—f{ollowup! The Foreign Service post
has made an effort; foreign firms have stated interest, °.
If your plans are delayed, write a letter saying so. If
you makc other arrangements, show *“‘good
‘manners” and let thenr know.

’

EXPORT MAILING LIST. The Departmient of

. Commerce has the names of*150,000 foreign firms 1n

a computenzzd file called the Foreign Traders Index.

The list is broken down by the type of firm

"+ (manufacturer, commission agent, distributor,
wholesaler, etc.), each classified by what it makesor . »
sells. Yo ! can buy lists of names (called an Export
Mailing List) at-6 cents a name plus a $10 computcr
‘set-up fee. Y ou can select by type and size of firm and

by country. You can also get the list on mailing
labels, if you want.

f 25 io& available for Puerto Rico.

- .
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2. The Export Department of compeutors; They

.

- .

. -

\ 1
Example A US audio-visual manufadurer looking
for representatiori in Venezuela wanted a list of
Venezuelan importérs who sell similar equipment, so
it ordered an Export Mailing List In® webks, the
Sfirm hada pnnt -out oj ?% Venezuelan firms Cost
514.50.

For this Export Mailing’ LlSl service, check with
* the Dastrict Office of the Department of Commerce

* for an applicazion. But if you plan to use it. we

recommend a telephone call to Washington-based
experts who have gooll advice on selection criteria
and print-out format Contact Export Informiation
Division, Bureau of International Commerce, U S
Department‘of Commerce, Washington. D.C. 20230.
Telephone: (202) 377-4684.

A waord of caution the 150.000 names on the FT1
Jist represgnt only a portion of the budiness firms in
each sindustry: New and important cotRpanies may

" not be hstcd (There 1sn’t a hist for Puerto Rico.)

OTHER SOURCES &OR PROSPECTIVE
AGENTS. Youcan add to your hst ofcand;datcs by
choo—kmg these-sources.

1 Th; Export Department of manufacturers
making a complementary product. Their agents
may be qualified to handle your product

won't help you directly, but look at their sales
literature or adygrusefnents. They often hst
names andcaddrcsses of#heir foreii agents.

L’

3, Trade associations have ®xecutives who follow

mtcrnatxonal business trends. May have hsts of
prospedtive agents. .

4. Business magazines, particularly those oriented
" to export. (There are about 50.) For example,
Export Magazine keeps files on actiye agents.

5. Commercial directories are published for virtual-
Iy every industry in every country For example,
Toy Trad) S;.}"earbook lists all importers Qf toys
and gam the United Kipgdem. Ask your
iocal—-hbfary to help you identfy and obtain

. di ectoncsr

6. Ydur fraight forwarder may know of xmportant
exporters. .

7. Commercial banks with mu:matxonal expegtise
usually have lists of agents. The District Office of
the Department of Commerce can tell you the
best oned'to contact. However, if you're not a
customer, they may not want to sharc
information.

-

A TRIP ABROAD? You won't have to travel to
develop a list of prospecuvc mndldatcs But how

about selecting and ung your final choxe? Some
manufacturers don't believe in appointing an agent
without a trip to personally evaluate their potental.

’, h

- \

On the other hand, hundreds of firms have selected

‘and worked with foreign agents without such a tnp.

W hat 15 best for you depends upon your resources. If
you can’t visit the foreign market, then avod a .
formal appointment. Opt for an informal
arrangement to be formahzed only after your “tnal”
penod

L3

YOUR Fl\AL CHOICE SEVEN QUESTIONS ,
TO ASK Here are seven basic questions we think
you should ask about prospective agents. /

1. What industry or_industries does he cover”

2 Who are his customers? (by type of firm. by
name)

What other U'S product ]mes does he have’
What are his finanaal resources”

Wb W

What are his particular marketing strengths” -
(adveruising. direct.sales calls. etc) £ -

6 Who will sell your product” (sales backgroond.”
. and other sales responsibilities)

7 Does he pay his bills?

The three basic sources of answers to these seven
questions are (1) the'U.S. Government, (2) other U.S
firms who trade wuh the agent. and (3) the agents
themselves.

GOVERNMENT HELP- WORLD TRADERS
DATA REPORT (WTDR). You can get concrse
background reports on all foreign.firms from the
U.S Department of Commerce, which sells a service,
called World Traders Data Report. Cost. $15 per re-
port and it's worth it' The report will have credit
financial, and commferaial data. A typical WTDR
lists the following business and financial information
on any firm. the year established, marketing
methods, product lines (both United. States,
European and Japanese), the local reputation n trade
and financial circles. U.S. exporters -buy nedrly

50.000 of these Teports every year. If the report is on
file, you'll get 1t in & week. But 1t will take up to 2
months to get one if the firm 1s not on file. See page
t23for a sample WTDR. A WTDR not only will give
you good background information, 1t can definitely--
help you make your final selection because:

I. A WTIDR lists other U.S. companies that do
busmess with the agent. You can contact their
firms, for first-hand informdatgn..

Example: Lines |9 and 20 of the sample report for

the' German firm, Kingfisher Suesswaren, indicates

that U.S. firms trading with the German firm‘are

North Amencan Chicle Co., Johnson Machinery.

. and: Tedenson Co. )

2. The U.S. Government either recpommends or
doesn’t recommend the foreign firm as a trade
contact. It's the last hine of.the report. If the

-
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firm’s reputation is questionable,
goyernment will not recommend it. R

Example The last line of the sample report.
“Consulate recommends sub)ect as an excellent
~trade contét for U, S f ms.

_the

Commerce Department District Offices have ap-
plication forms and will help you complet2 one. Once
yau receive your WTDR, they will also help you
interpret the information. Payment must acoompany
your ordcr .
WRITETO THE AG‘ENT If you don’t want to use
WTDR’s because of cost or delay, (some take 30 days
or Iongcr), then write each firm asking: about their
interest in handbng your line. For your agent letter.

1. Tell him (positively) that your products will help
?increase his profits.

. Using U.S. export statlstm, refcr to your prod-
uct’s chances in his country.

3. Sell your company and its products: List im-
portant U.S. customers (names he will recognize),
product features, &nd competitive advam.agcs Be
sure to mention any salgs to cuStomers_in his
market! ~

. Ask the agcnt. his busm&ss, sdles territory; what’
othcr U.S. products does hc handle, etc.

5. Ask h:m for an appralsal of your product’s
potential and what, in his opmwn, will be needed
to make sales (such as price or produet
adjustment),

6. Ask him if he’s mtemtedm handllngyourprod-
act. ,
P .

You can do this by air mail letter. See page ™ fora

sample letter to an agent prospect.
But think, also of a telephofe call. Rates are
- probably cheaper than.you think. (Ask your

telephone company for the cost of a S-minute call).
And 5 miimites of conversation can chcn a lot

information. But if you telephone, write in advan@

so the agcnt will be prcpared (and gvailable), Thc box
below gives-tips.

‘TIPS FOR TELEPHONE CALLS TO

FOREIGN FIRMS -

f Be aware of tinie differences and time your call
_ appropriately. .
2. Speak clearly and.distinctly, and identify yourself
and company. .

. 3. Avoid slang and jargon.

4; Be courteous, polite,” and helpful. This
. demonstrates that doing business with you 1s a
plwsant expcncnce Remember also that your

e e ..

. - U 19 123

voide cpnveys a mental image of your
personality, so be tactful and tas.tf:ful.

5. Maintain clear detailed notes before.you for a
well-organized delivery that will enable
maximum usage of conversation time. The

" manner in which you express yourself conveys an

indication of your skill and¥inglligence and your
story may be the prospect's only clue to yOur
company and your product.

Always confirm what you understand any
agreements fo _be. Clarify matters during the .
telephone oonversauon rather than run the risk
. of an embarrassm% 4nd costly misunderstanding
later. - A

ﬁ
NARROWING YOUR SELECTION. Some firms
will not respond. Others will give you very sketchy
fformation. Eliminate them. But those that do
answer may still_present préblems to the ney~to-
export company. N

6.

| Successful, well-established agents are. ven,
selective about additional product lines. THey 're
cautious abaut dealing with firms that are .
lnexPenencedm cxponj’t’ 1 takeasupenorse)-
ling effort fo convince them. Of course, if your
product is unique, you won’t have problems.

. Thc agent-who says he is interested in your fine
may not have the contacts or track record to sell
your product. ‘If he’s a distnbutor and does not
have. the resources, he will ask you for financial
'hclp _ ’

Another trade-off is large versus small. A large

- firm will have many salesmen, but yout product may

get lost among the hundreds of other lines. A smaller
firm can devote more time to your pfoducts, but it
may lack the resources needed for full market
coverage. You should be used to this kind of a choice.
you already faced it in the U.S. market.

If the agent gives you U.S. references, call them at
once for a candid evaluation. U S, exporters usualiy
exchange this information fully.

WHO IS CHOOSING WHOM? One. experienced -

] U.S. exporter says, “In the end, a good agmt selects ; ‘
" the U.S. firm, it's not

¢ other” way ’round,
Therefore you must sell the agent on the advantages

of your lines.” Rcmcmbcr the agent has the fol- =

lowing requirements:

I. Hem ake & profit on your line. He'll need
enouglisSales to cover his costs, Aad first year
costs may be high.

2, ,Hc needs continuing promotion support. He will

need catalogs, price sheets, etc. b

He needs prornpt responses to his questioss.

4. And he needs on-txmc delivery of your ptoduct

AN
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" COMING TO TERMS WITH YOUR AGENT. No .

matter how you select an agent, there are a number of
points still to be scttled.

1. The rate .of commission (if a conimission
representatWe) or the price discount (|f a
distributor), how to calculate them (usually the
F.O.B. factory order value), when commission

payment is due (if they Use a “commission man™

most U.S. firms will wait until thc customer pays

in full).

promofion material (and who "pays for 1tj,
advertisingallowances.

“Responsibiliues you expect from ~your agent—
1e., product installation, servicing,- stockmg,
speclal promotions.

. g - ‘ 1
. Pricing and instructions on -drders—1.¢.,
thimmum order size, policy on samples, credit
information on prospective customers.

5. Termination arrangements.

~

-

There are other “lidden” ones. For éxample, you
may sell directly to 2 manufacturer 1n your agent’s
territory. or dne of your U.S. customers may-resell to

- The support ybur dgent wants—i.e., sales”

someone there. In this case, your agent will want.

“protection,” paruculary 1f your product needs
. swcmg Some exporters give commission
protection, but at a reduced rate.

Many agents are happy with a verbal agreement
with an agent. Others prefer an exchangc of letters
stating * _mutually-agreed-upon points.” Sull others

hold out for a formal written- sales ag.rccmcnta

{contract). . »
Whatcvcr agreements you makc msnst on a trial
period of 6 months to a year.

ESSENTIAL. CARE AND FEEDING OF YOUR
AGENT. Many exporters worry about the courtship
and the . **marriage . ceremony,” -then ignore the

marriage. Exporters should always supervise and .

motivate thetagent’s performance to fully exploit the
markct Here are six suggestions to get him “on your
side”

_ 1. He needs education on what your product does,
what U.S. industries use it, and how to sell it.
Don’t hold*back on the sales points. Tell him
what promotion techniques have been effective
Do this periodically! ,

2. Answer his'corrcspondcnce promptly and,

completely. If he needs additional catalogs and
price sheets, consider sending them by air

. Take special care with-export shipinents. Make
sure your shipping department doesn’t ry to
“sneak’” in a domestuic reject. Make' sure
packing is adequate and ship’on time. If thete are
delays, wire your agent. Poor quality, damaged,
or delayed merchandise 1s a sure guarantee of

. market failute (and agent cancellation).

. Pay him promptly, if he 1s 2 commission agent..

Encourage your agent to visit your US. facility.
Many regularly visit the United Stafes to mest
with suppliers.

. Consider a cooperative promouon campaign
(You match the agent’s funds for sales brochures,
counter displays, or advertising.) Many exporters’

- feel this is an effecuve use of advertising funds.
(lt‘s discussed in morc'dclaﬂ n the next chapter.)

. Put yout agent on )our mailing list. And donl
forget the telephone.

~1

WHAT IF YOUR AGENT FLOPS? Let's face 1t,
some agents won't make the grade. Review his
performance constantly. Sometimes poor
performance is not his fault. his letters to you go
unanswered, or he becomes dismayed because you
haven't given him adequate support, But he's
probably responsible for his poor showing: he
handles too many lines, he doesn’t want to learn how
to sell your products, your commission’rate is too low
for an adequate-incentive, or poor pcrformancc stems
from incompetency.

Take care if you want to cancel out an agent. There
won't be any problems as long as your
“‘arrangement” is informal. But if you have a formal
contract,- it could get sticky. Some countries require
foreign manufacturers to compensate agents who are
dropped. Before you act, check Rjth the Department
of Commerce or a seasoned exporter or an

" international exedutive at your bank

TO SUM UP. There is an old saying in export
“Your line is only as good 3s your overseas agent.”
Agent selection is one of%?our most vital export
deaisions. Give 1t top prionty. Your succtss depends
upon his effectiveness. Develop a list of pOtcntlal
agents, then withy “diligence and discipline’™ narrow
the choice down to two before final selection. Do not .
forget that “gn agent needs both motivatihg and
measuring.

.




. . . ' . ' Fora Appeoved, OMB No. 41-R2710

rom pIELuP DouEsTIE AND R TEAn s TionaL sonmers | D : <
1

{REV. 12:7 . © ¢ Ut ST AN TION November 20, 1974
BUMEAU OF INTERNATIONAL COMMBRCE

2¢.Name and address of tequesting firm .

. REQUEST FOR AGENT/DISTRIBUTOR SERVICE @ompuscales, Inc.
1281 Pgplar Road,

- i ‘ Southmoor, Michigan 48877
TO: DIBA Regional or DistricDfice ot. :

¢ 445 Pederal Building

: . : - c. Tel oe No. {include atea code)
?etr?lt, Michigan 48226 31BN ey rren e, -

3, Epréign couantry or ity where tepresentation destred

v

.

b, Name oﬁequesdnsoﬂxcct
George K. Jones

.

INSTRUCTIONS - For each temritory where 2 business connection 18
desired, submit four (4) copies of this fom o the above'offx?g\‘ France

4. Types of business of requesung fum (Theck) .. . Type of business connection Sesired (Check,

] . .
& Meautacrorer T Ezport Mansgement Co, X Sales indent agent who takes orders for direct shipment
. o the buyer and receives 2 commission &8 Compensar;0o.
D Other (Spo\l’ly) T Disnbwor or wholesaler who impons for bis own sccount
. and sells to others.
6a. Are you presdpcly reprebented in this temitory? D Yes & [No
If “Yes,”" by whog? . -
- b, Has your present represdgrative been informed of your deaire for 2 chagge? T Yes “ X No
(ADS cannci.be undertaien without 8sewwance thet your preeent repreeentativs has been inlorsed) » (NA)
1 7. Have you_corresponded with any firms 10 this macker tégarding your proposal? :E Yes : No _
- if “Yes.‘kplepe indicate names and sddresses of firms and their reactions ’
Nage of fira . Addsess Reacuon . B £ .
H.: Poirot et Cie. 128 Blvd Haussmann Interested.
Paris : > - v .

. An Agent with qood contacts
8o F ouz expesienge whar of y cas bes: fill yoor seeds?
in hPavy industriés-raiiroa 8, mines, st&er—and paper

Belt scales, capital equipment used by the
N oth [3 well 2 s
aBSVE EYRES '6F Yaauster ey : -

Some knowledge and

‘e!?ﬁ&?ﬁ‘!é"ﬁ‘%fﬁﬁfﬁ?ﬁé'ﬁa‘”e S L TR hE Y suTIng devices.,

9e. Produwet(s) 10 be exported. (Give detatied desceiption, se noatechnical e posssbis. Ues contirmmtion sheet, 1t necessary,;
.

-

Elactronic scales for,weiéhing railroad cars and automotive vehicles.
Compuscale systems comprise platforms supported by strain caudge load
cells in the track line of on the highway. These are connetcted o .
small, rugged l'imited use computers. The computers assess the weight
7of each vehicle as it passes over the scales. They add the weight of
the various axles and print the total weicht. The information can be
transmitted long distances over teletype lines and sent directly to
general purpose computers. The necessity for stopping vehicles or
uncoupling railroad cars is eliminated. The Compuscale not only saves
time and 1labor,.but weighs more accuratelv and records th
information instantaneously where needed. '

< - &. Ia product litersture being sent to the post? [ ] Yes O No
(11 coneidered mecossgyy, pfodvcf literature ahould be meiled to the Forelgn Service Poel.)

Val
18. Signate of regicoal o distri ive LSdemygg

1
DE-10 . L
. ‘ Uscomm-0¢ uou-‘rit ’
_ERIC . : - ' '

P ’

.




¥

. 0(

AGEN

This reply is submtted by.the US Foreign Service under the
direction of the Secretary of State. No responsibifity caft be a5
sumed by the Government’or «s officers for any tansaction with
any persons or firms mentioned. The (&Ques company urged
to write to all firms thanking them for ¢ interest even Jf no
business arrangement 15 conduded. Brochures, prices, terms, credit

DISTRIBUTOR SERVICE
EGRAPHIC REPLY

fums with which 1t s dewded v ener o conespondence
All snguines reiating 10 thes repry shouid be addressed 1o the
Regronar or Distnct Office vt the LS Department of Commerce
which processed ihe ADS requesi The uffice wur be pieased w
be ot assistance n respondang and o ublainming Wwond Tiadeo
Data Reports on firms, listed

references and other perinent mfommon .shouid be sent 1o those -

lC & INTERNATIONAL BUSINESS ADMINISTRATION

& b

o

i L v. S.. DEPAR?MENT OF COMMERCE, WASHINGTON, D. C. 20230
i L}
" FM AMEMB4SSY PARIS -
T0 USDOC WASHDC - » - .
gr ’ <@, te f
UNCLAS PARIS 28648
uspoc , ~
E.0. 11652:N/A ,
"TAGS:BEXP FR , ’ ,
SUBJECT: _ADS gsam-:sr ‘COMPUSCALES, SOUTHMOOR, MICH.

FU_LGUING FIRHS IKTERESTED CORRESPONDING

1. SOCIETE. CG"'RAP!, ‘22 RUE RASPAIL, 94200 IVRY-SUR SEINE-
»ATTB: M, HOORDIN, .'°
f

" 2 CAPDEVEI.LLE S.Asy 206 RUE- SAINT-MAURg 75010 PARIS - ATTH: M,
CAPDEVEI]:.LE - PRESIDENT AND GEHERAL MANAGER,

30 AcDoV,, 49 RUE B.ORDEl.’ 92400 COURBEVOIE‘ ATTN! Ho HAIGNAN,

. COMMENT ¢ SEE OUR TELEGRAM 28643 SUBJECT FOREIGN GOVERRHEHT TENDERS
- SIC 35760 RAILROAD SCALES., URGE COMPUSCALES SEND REPRESEHTATIVE
AUTHORIZED APPOINT QGERT AND SUBMIT: TEHDER. oo
. BT .
- #028648 7
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- ) This ceport, submitted 1o the U S.
‘. . Pepartment of Commerte by the US
1 , Foreign Service—Department of State, 1
transmitted In confidence No ¢

NT g, transactions had with any’persons or
raders fvﬂy - 53?"‘:“?},";\-_ f‘«;} frms herein mentioned The report is nox
% WLy e for publication. All correspondence

A . ng 10 information in this report

.. . g e < b should be addressed o the Export
y o t%‘ f ’a‘% & N Information Division, Bureau of .

/ . ’ Srares of dep’ ™ Commrc‘c,u?IBA.US

. ' ‘ . L ARY Di (

R 100820% APRIL 75 ; - : g
FM AMCONSUL MUNICH _ ..
*  TQ USDOC WASHDC ) '
S UNCLASS MUNICH 0:28 . . - :
. ~ SUBJECT: WTDR/FTI KINGFISHER SUESSWAREN GMBH “ .
: Y . . ’
<« —REPERENCE:’ USDOC.18345 g
. . ‘ / . ’
1. GERMANY 2. .CKNTRY CODE: 428 3. SER NO: 0709400
Y KINGFISHER SUESSWAREN GMBH. '
4A. conz K 4B. CODE: G 4C. CODE: x

. 5. POSTFACH 1272; GERNESTR. 252
6. _8000 MUENCHEN 15, GERMANY

LY., . ¥ 7. -psTABL: 1952 8. EMPL: 300 %. SIZE: (19-X)- LARGE
L 10., REPUTATION: (22-X) zxcngfr"m : T
o 11. \SELLS ITS PRODUCTS IN THE NG FOREIGN AREAS LISTED IN
: ORDER OF .IMPORTANCE: . UNITED KINGDOM, FRANCE, SPAIN, NORTH .

.. - ZAJRICA, MIDDLE EAST, JAPAN, REP. OF S. APRICA, UNITED STATES AND

" SOUTH AMERICA. - , ,

.

T ; .
12, m DATE: 04/75 ' " S

ot 13a. 20550/0345 MPR. DIST. EXP. IMP. OF CONFECTIONERY AND ,
s . » 13B. 2066070345 CHOCOLATE AND COCOA PrRODUCTS °
S . 13C. 20670/532 AGT. IMP. DIST. OF CHEWING GUM . ‘ .
13D. . 20520704 MPR. DIST & EXP, OP COOKIES-
13E. ' 20231/5G ~IMP. OF DRY MILK PRODUCTS: INTEREST IN,
* LICENSE TO MANUF-

- o 13F. 35891/5F ,IMP. BAKING & RELATED B0UIP; INTEREST - IN .
LT - .. NEW LIRES & DEVELOPMENTS
. . 3 - -13G. 35512/F = INTEREST IN ANY NEW FOQP PACK. & BOXING

1 . HACKINEM '
- S S . :‘ i :K;: la 127 . . . ‘

*




5

2

“

< 18.

. P,O.B.

. SALES DM 6.5 MILLION,

, A\ o
. l . { . 13
14, CONTACT: KARL JOSEF NEFFE FITLE: -MENAGER
'15. CABLE: NEMET 16. TELEX: 2258051 )
17. TTEL: ;012/2437511 AND 2437586
'RINANCIAL REFS: DEUTSCHE BANK AG, MUENCHNER LANDSTR. 1;,
| AUGSBURG: COMMERZBANK AG, OPERNRING 2, MUNICH.
19. TRADE REFS; JOHNSON MACHINERY, INC.,*862 S. Los‘zcsmzs

ST., LOS ANGELES Ca 96102: AND TEDENSON CO.,
8T., BOSTON, MA 02111 :

INC., 125 SOUTH

o

FOREIGN PIRMS REPRESENTED: AGENT OF NORTH-AM CHICLE CO., -
245, WASHINGTON, D.€. 20001, FOR CHEWING GUM, ACQUIRED
1954; LICENSEE OF ENGLISH TREACLE, LTD., NORTHGATE, LONDON E.C,

4, ron HARD & SOFT CANDIES, ACQ. 1965; LICENSEE OF gpxwzxzsnxscas
SUESSWAREN ZURICH, ACQ. 1965 /

20.

21. . THIS PIRM IS ONE OF GERMANY'S LEADING MANUPACTURERS OF

ALL TYPES OF CONFECTIONARY. FIXED ASSETS LATEST REPORTED AT

DM 1.5' MILLION' AND CAPITALIZATION AT DM 3 MILLION. ANNUAL
MANUFACTURING PACILITIES AND HEAD OFPICES
LOCATED IN MUNICH. FIRM RECENTLY MODERNIZED COOKIE PRODUCTION
PACILITY WITH INSTALLATION OF TWO HIGH VOLUME CONVEYOR-OVEN
UNITS FROM BAALFORS.OF SWEDEN. DISTRIBUTION WAREHOUSE IN MANN-

, HEIM FOR SOME EUROPEAN SALES AND IN BREMEN FOR EXPORT SALES.

PIRM SELLS ITS PRODUCTS PINISHED AND PACKAGED TO FOOD“BROKERS
AND LARGE FOOD CHAINS AS EXCLUSIVE AGENTS IN ALL MARKETS EXCEPT

.S. WHERE 'TENDENSON COMPANY IMPORTS IN BULK AND PACKAGES ¥ITH
AMERICAN LABELS. THE MAJORITY STOCKHOLDER IS HEIDE DERRIG AG,
A HOLDING COMPANY LOCATED IN. MUNICH. BANKING SOURCES REPORT
FINANCES ARE SOUND, OBLIGATIONS MET PROMPTLY. .MANAGEMENT CON-
. SIDERED HIGHLY REPUTABLE AND EXPERIENCED BY LOCAL BUSINESS SOURCES,
- ESPECIALLY FOREIGN SALBS MANAGER HELMUT SCHOLZE, PORMERLY-WITH
NESTLE. CONSULATE RECOMMENDS SUBJECT AS AN EXCELLENT TRADE
CONTACT POR U.S., FIRMS, .

/

/e
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o YOUR COMPANY, INC.

. . 111 MAIN STREET /
. .- HOMETOWN. VIRGINIA 22101 ’ ’
_ ;703/821-1860 K
(What to write when.you are 1o'ok1'ng for an agent to sell your line.)
Bermeo Hnos o ’
CIA S,A. ' ; -
. Borrero 6-37 * 7 < '
Cuenca, Ecuador , .

o e .
Attention: Gerajo Bermeo
. . Hanagi‘ng Director. .
. ~

. Gentlemen: . . o o,

We believe there is a growing.market if your country-for our’line of asphalt
additives which extend the life of roads and parking lots. U.S. exports of similar
products were "$850,000 in 1975 -1-30% higher than the prior year. We have already
sold our additives to customers in Ecuador. ~They are (name them). .

Would you be interested Xurepresenting our conpany on a commission basis?
Our prices are ‘competitive with other U.S. suppliers; our product has several \
advantages as indiceted in the attached product specification sheets. Include
complete shipping and packing information. . , . ‘

4

. We also enclose a copy of our price list for your raview. Our agents receive
a 10% discount based on F.0.B. factory value. .-
i‘- . . - [

Our firm, small but growing, had sales of $1,000,000 last year. Our U.S.
Jcustomers-include (name them). Qver the past 6 months, we have shipped to several
- countries (name them). ' : ’
If jrou‘ are interested in representing our firm, we would appreci;atae a reply
with the follewing information: . -

1. A brief description of your firm, industries served, numer of salesmen,

! etc. ! ' ]
S 2. Your major product lines, and the name, address, and export manager of. .~
\‘3:_! U:s. firm. ) o

. 3. Your candid assessment of the potential for olr asphalt additives in
’ Ecuador and what we will need to introduce our product successfully.

B He Took- forward to your prompt reply.

o . . A ~
, > - ) . \( Sincerely,

P . ~

-

Nelson T. Joyner, Jr.
Vice President

125] 2
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> CHAPTER X

. ' —
FINANCING .YOUR EXPORT ORDERS

INTRODUCTION. Up to’ this pgint, we have
covered export business where payment is practuically
guaranteed, $uch as cash in advance, payment from a
U.S. bank accbunt, and letter of credit.

But you can boost your-export sales by hbcrahnng
yaur payment terms. You may have to do so if you
want any Rusiness. Some customers won't buy on
fetter of it terms as it ties ip their working
capital, Remember, it may be 30 days or longer after
they pay by L/C before your goods reach their hands.
In most cases, if you do liberalize your terms, you will
either encounter delays in receiving payment or incur
financihg charges and other costs in accommodating
your foreign customer’s wishes.

This chapter discusses other kinds of payment
terms, the role of a bank with internatidnal °
capabilities and how 1o select one. :

3

SOURCES OF FINANCING. If your customer
doesn’t want to buy with a L,C, consider finanang
the shipment. And consider financing if you believe st
will increase sales and profits. Here are sources for
this financing: .

1. As the exporter, you extend credit. This could be
for a very short time—perhaps only as long as it
takes your goods to reach foreign markets. In
this case, no formal financing agreement 1s call
for. Nonpayment risks can be minimized by
using “‘drafts” (discussed below). You 'could

~ finance customers for longer time periods—from

30 days to 3 years. Then the credit arrangement is-
formalized, and you charge interest. Note well:
_financing your customey increases risks and adds -
costs. Talk to a- banker before” you deade to
ﬁnancc cusomers,

2. .4 bank extend: credit. It could be your
customer’s bank or your own. ‘Many U.S. banks
ake foans to foreign firms to duy U.S, goods, If
you extend ﬁnancm’g, a U.S. bank may
- “purchase” your lodn agreement—usually ata .

" discount—but yotr will get immediate payment, -
and the bank—not you—sis, responsible for col-
lacung ft‘om the customes, . .

3 An memau’anal factor. A.h‘a.ndﬁxl of compranies,
- known as factoss, wxl[ buy your export ,

) i
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receivables—(your invoices “to your foreign
buyer). You will get immediate payinent and
won't have to worry about collechon. This is the
factor's responsibility. Factors, of course, will
not pay you the fuli value of the invoice. They
will buy it at a discount—ranging from 1 %% to
2n% depending upon the product, the customer,
and the country.

4. Export-Import Bank of t}ze United Btates. The
U.S. Government through the Export-Import

Bank supports exports through dollar loans to
foreign firms who agree to buy Amencan goods.
Unfortunately for the small exporter, hardly any
loans are made to gustomers for orders under
$50,000. And note whll: the Ex-Im Bank doed not
loan money to U.S. exporters.

A good bank can help you if your export trans-
actions are eligible for Ex-Im financing. Also,
contact Export-Import Bank of "the United
States, 811 Vermont Avenue, N.W., Washidigton,

- D.C. 20571 Tclaphont (202) 282- Slll

. Cash with order. Your QUSSeEr pays i advancc'
If he pays by check, wait until the check clears.
(Many manufacturers who make expensive
custom-made produéts require customers to send
a downpayment with their order),

If the payment is not in dollars, don t‘skup until
the bank notifies you that the }bmgn curreacy
has been converted to U.S doﬂars.

2, Leuec.s of credit. A mcthod of payment using

banks that mimmuzes nsk of non-payment to the

seller, and non-performatice by the buyer.

'];'ypi&ally, the exporter receives payn;:nt from his
' A

¢ arrangements are “with recourse™ meaning the

15 hable for repaying the factor of the customes

Then the discount will be smaller than if it were

bought on a “without recourse™ basis. -

The Expori-Import Bank alsc guarantees austimer

loans made by foreign and U.S. banks.

130

PAYMENT TERMS IN INTERNATIONAL :
BUSINESS. Here are the four most common ones.
A bank experienced in handling expo¥t transactions
ed TF20 tell you which ones would be most suitable.

L




vy’

14

bank after proof of shipment. Note. most letters
of credit are paid upon “sight,” that is, when
shipping_documents are presented to the bank.
However, some L,/C’s are written for 3 payment
delay of up to 180 days. If she L, 'C is confirmed
and irrevocable, you still‘have thc U.S: bank’s

payment guarantee.’ '

2. Drafis. A popular payment method.in export, a

draft” is a document asking for the customer's
promise to pay by a specified date. The seller
initiates the draft and the buyer signs it. This
form of payment generally uses a bank to help
the seller collect and to help the buyer get
delivery. There are sgveral forms of drafts,

depending on payment dates,

a. Sight draft. The customer pays wgcn he
“sees” the draft—i.c., when he takes
physical possession of the cargo. Thus, a

sight draft is much like the,C.0.D  used -

L in the Unites States. ~

b. Date draft. The customer pays om a
specified date in the.draft. In this case,
the customer usually has the goods and
has promised to pay later. Banks can
follow-up to collect payment.

c. Time drajl The buyer paYs-after a
specified “time," usually 30, 60, or 90
.days after the buycr signs the draft.

You (the exporter) initiate the draft. Then you
give it to your bank who sends it to its”
corrcspondent (or branch) bank in the
customer’s countyy with collection instructions.

(Frequcntly a Bill of Lading or your commercial
invoice will be sent with the draft. This is known
as a “draft against documents”). The foreign
bank notifies the customer so that he can
“accept™—that is, give his promise to pay. Then
the foreign bank gives the buyer the documents-
to take possession of the cargo. Non-payment
risks are the least for “sight” drafts, particularly
if important documents-are'withheld by the bank
until payment is made.*

4. Open account, This payment term is similar to the
one most used on the Unites States. Payment 1s

_made atpredetermined petiods and after goods
have been shipped. *

L)

See chapter IV for more details about Letters of Credit.
*Exporters report foreign banks are not atways careful 0a

- get pasd before giving the customer documents. 'ﬂ:us, there
can betnskofno;zpaymm’t.

.

Example. The normal paymen+ terms of many
manufacturers are 30 da,s after the mvoice date.
But cusibmers who pay in 10 days can take a 1%
discount. Those who do not pay in 30 days are.
charged 1% per month on the payment balance

If you sell on open account terms, panks are
usually oot involved But exporters should watch
_out feetwofactors.

Ky /
a. The custdmff" financial standmg will
he pay”? [

b. The customer “line of credit.” You may
know your customer can pay far one
order, but if he orders frequently, can he
pay for all the sfipments? Thus, many

- exporters establish credit limuts for each
customer. If the mext shipment exceeds’
the ceiling imit, then the exporter often
demands another form of pa) ment such
as letter of credit.

Open account i§ not recommended for unknown ot
new customers. But 1t is the standard arrangement
with Jong-time customers—once you are cértamn they -
pay on time. It also could be acceptable for customers .
in Canada and Puerto Rico—where it 1s easy to cHeck
on ability to pau (Open account sales are increasing
in Europe).

s

-

WHICH PAYMENT TERMS DO E.XPORTERS
. FAVOR? A Swvey of some 600 U.S. exporters
showed the following payment terms:

Paymenthemzs Percent Using
Payment in Advance........ccccceeeeeeevrrcveececranns 7.5%
Letter of Credit ....cvveeeecrrecrcrerrrcceveseeaenns 28.3%
Drafts ..o rveeeins reesenens 35.2%
0Open ACCOUNT....ueeee e vetcse e e 30.0%

WHAT IS BEST FOR YOU? You have two options
if a customer asks you to sell on terms other than
letter of credit. First, you can stay with your current
terms. Or you can stick your neck out just a little bit
and investigate financing—even if for only as long as’
it takes the shipment to reach the customer. If youdo
finance, remember risk of nenpayment is greater, you
will incur additional expenses (banrk charges), and the
additional  time to, recover payment can hurt “cash
flow,”

Until now, you had po need for a bank with export
business know how. But once you begin to think of
financing export shipments, you will need one. An_

- . 127 131
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experienced bank will be as valuable an asset as a
freight forwarder.

‘Y . ’

AN INTERNATIONAL §ANKER. Your regular
bank may not know exports. Of some 14,000 com-
mercial banks in the United States, only 300 have an
international- department And only one-half of these
really care about the needs of small- or medium-sized
exporters., So you may have to ‘‘hire” an
intérnational banker! These sources can help. .

.

1. Contact the*Department of Commeree Distnict

Office. It ¥ill suggest banks mn your area who
regularly work with cxportcrs .

2, Talk to your current bank. If it doesn’t handle
“export financing, 1t will be doing business with a
larger bank that does.’

3: Talk with your freight forwarder or an
experienced exporter. Both do business with
banks on a daily basis. :

SELECTING. YOUR BANK. Some banks are
better able to handle the needs of new exporters.

for.
1. The size of the bank’s international dcpartmcnt

2 The number an»d location of 1ts foreign brancbts
or foreign correspondent banks.

3. The bank’s internauonal executives do they
travel often?

4. Charges for confirming 2 letter of credit.

5 Charges Jor proocséwng drafts and collecting
payment.

6.. Dm the bank prowdc buyer credit rcpo'{ts” Are
they freé or not? .

7 How much ghstomcr financing does it do?

i

8. Its.experience with U.S. Government financing
programs supporting modest export
transactions. .

9. Does the bank havc an FCLA* credit insurance
policy?

R .
10. Othcrscmcessuchastradc leads, letters of mtro-

duction to banks and customers abroad, etc.

Il Isita fncndly and courteous place?

This is called 2 “correspondent” relationship.
*Foreign Credit Insurgnce Association.

s o

[

Therefore, select one mth care, Here's v«hat to look/

- .

Before selecting a bank. find out how satisified ex-

porters who usd it are
Va

CHECK INTO EXPOR

INSURANCE. If you do extend cr
buyers, you often can minimiz¢ nsks thro
credit insurance. Thus, if your customer do
your insurance will pay his biil. The Foreign
Insurance Assogiation (FClA‘), a U.S Government-

CREDIT

“supported association of U.S. insurance companies,

.
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offers many types &f export credit insurance
Unfortunately. new exportess or small companies
cahnot use them. But FClXoﬁ'ers one policy that
you can use 1t's the Banker's Policy - A master policy
goes to banks which use it to cover-their customers
Banks charge*a nominal amount, roughly 1% of the
amount insured. About 175 banks have sifch a policy.
They're listed on page130 Check to see if yoyr bank
has a Banker's Policy in which 1t purch-asas_%our ex-
port recervables 1t will collect payment, and 1t bears
the nsk of nonpayment

THE EXPORT CREDIT CHECK. If you deade to
gmmoe your customers, make sure they can pay their

ills. Here are four major sources for credit
mformauon -

. Your bRgk If your bank-does business abroad,
you should be able to get a credit report. Some
banks do not charge for this service. See page134
for a sample bank credit-report

2 A commercial cre}dlf agency Dlun and Bradstreet
offer credit reports on about all foreign firms.
Charges mange from $15 to $100 They will take
from | week to a month to obtain. See page ?7?
for a sample reportg For information about
foreign D & B reports. ¢Qntact Dun & Bradstreet
International, 99 Church Street, New York, N.W
#0001

3. A World Trader's Data Report (WTDR)™ While
pnmanly sold by the U.S. Department of Com-
merce as a check on an agent, a WTDR 4sexcel-
lent for gredit information. It has some financial
informdtgon, but it idenufies other U.S.
companies that do business withothe WTDR
firm. Contact the US. firms for their payment
experience. Most will tell you and will expect the
same from you. A WTDR cobts $15 and it takes
" 30 days to reach you. .

. Credit rating dirlctone.s- A few U S. firms pubhish
directories which give the tredit rating of some
firms in specific foreign countries. Check with
. -

"See chapter IX for more information on WTDR's.

o foreign-
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your hbrary for availability. But be warned that  assume credst obhgation'— but this adds more costs *,
credit ratings can change overnight, so a listing in If you are thinking of extending credit, you will

a current directory may not reflect current  need a bank with international capability—and one ",
conditions. ag, expernterrced in working with new exporters.

N

__, TO‘) Sb[l-”"'/:' UE. Adghi:‘?alsa?or!" business i: ‘For cx.amplc, most exporters figure financing charges at
availablel you extend credit. But it witl increase ns 1% a month. Thus. a $1,000 shipmegt sold to 2'customer on
of nogpayment and increase your costs. YOU can  , ¢0.day open account “costs” 2% br $20. If you have ex-
minimize risks '-hm“gl:’ credit checks and covering  pon cerdit insurance. add an addiuonal 1%—S$i0 and Jf you
your export transaction under a bank’'s credit  have purchased a credit report, you will pay SIS more In- .
insurance policy. Export finaneing, of course, will  dude cosis in your pnices, or else your profit could be siped
impact your cash flow. Banks (or factors) often  out' (
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o 175 BANKS THAT CAN INSURE AGAINST CUSTOMER NONPAYMENT

e

These banks havé purchased an FCIA Bankers Insurance Pohcy whu.h can be used to cover new exporters

vnth cmdxt msurance

i

ALABAMA .
First National Bank of Birmingham

ARIZONA
Arizona Bank (Phoenix)
Valley National Bank of Arizona (Phoenix)

‘ARKANSAS T,
, - Union National Bank (Little Rock)
CALIFORNIA

_ Bank of Ametica NT & SA (San Franqsoo)

Bank of Boston International (Los Angeles)

Bank of California (Los Angeles)

...~ Chase Manha®an Intcmatxonal BankxngCorp (Los
Angeles)

City National Bank (Los Angeles)

- Crocker-Citizens National Bank (San Francisco)

El Camino Bank (Anaheim)

First Chicago Internationat (Los Angeles)

First National City Bank (San Francisco)

) First Western Bank and Trust Co. (Los Angeles)

. *.. International Bank of Commerce (Los Angeles)
Security Pacific National Bank (Los es)

¢ Southern California First National (San Diego)
Union Bank (Los Angeles)
Wells Fargo Bank NA. (San Francisco)

COLORADO . -
First National Bank of Dcnver ¢
"United Bank of Dcnvcr ; -

~ CONNECTICUT ~
Connecticut Bank & Trust (Hartford)
First New Haven National Bank -
“memhan:s Bank & Trust Co. (Norwalk) ~
= . State National Bank of Connecucut (Bndgepo?)

'DISTRICT OF COLUMBIA
}'m National Bank of Washington

= ¢ - .

N fLORIDA -

* Bank of Boston International of Miami
Bank of Miami ™
‘Bankers Trust (Miami) ’ .

. - -Barnett Bank of Jacksonville -,

: Chase Manhattan (Miami) -
. CoralMQables First National Bank

. Exchange National Bank of Tampa
" First National Bank of Fort Lauderdale

- First. National ‘Bank of Miami

First;Nationa] City Bank (Miami) .
Fort Lauderdale National Bank
International Bank of Miami ‘
" Irving Interamericant Bank (Miami) -

Q -\‘ ) f

.

-

ckspnvillc National Bank
\Miami National Bank
Pan American Bank of Miami
[{epublic National Bank of Miami (Fort Lauderdale)

GEORGIA
Citizens & Southern National Bank (Atlanta)-
Fulton National Bank {Atlanta)

ILLINOIS
. American Nat'l Bank & Trust Co. of Chicago
“ Beverly Bank (Chicago)
Central National Bank of Chicago
Crocker Mid-America International Bank (Chicago)
First National Bank of Cht
. The Northern Trust Co. (Chicago)

INDIANA
American Fletcher National Bank & Trust Co.
(Indianapolis)
First Bank & Trust Co. (Indiangpolis) . -
Indiana Nationa! Bank (Indianapolis) .
Merchants National Bank & Tmst Co. of

Indianapolis
St. Joseph Bank & Trust Cor (South Bend)
St. Joscph Valley Bank (Elkhart) §
IOWA )

. Merchants National Bank (Cedar Rapids)

Kemui(
Citizens Fidelity Bank & Trust Co. (Louxsvme)
First National Bank of Louisville

LOUISIANA
The Bank of New Orleans & Trust Co.
" Citizens & Southern Int'l Bank of New Orleans
- First National Bank of Commerce (New Orleans)
Hibernia Nanona ank (New Orl:ans)

MARYLAND
Maryland nal Bank (Baltimore)

First Natibngl Bank of Maryland (Baltimore)
MASSACHUSETTS' ) )

/

" First National Bank of Boston -

Multibank Financial Corp. (Boston) .

New England Merchants National Bank (Boston)

State Street Bank & Trust Co. (Boston)
MICHIGAN ’ -

Bank of the Commonwealth (Detroit)

Manufacturers National Bank of Detroit

Michigan National Bank (Grand Rapids)

National Bank of Detroit .

'




MINNESOTA ., .
' Firsy National Ba#nk of Minneapolis .
.Nonhw&stcm Nauonal Bank of ancapohs_

MISSISSIPPI
F'dchty Bank (Jackson)

MISSOURI
Colorado Bank of Kansas City
_Columbia Union National Bank & Trust Co.
.- (Kansas City)
‘.Commerce Bank of Kansas City
- First National Bank in St. Louis
- Mark Twain State Bank (St. Louis)
. Mercantile Trust Co. (§t. Louis)

N KA
Umon\Ba & Trust Co (Lincoln) -

NEW JERSEY
American National Bank & Trust of NJ
(Morristown) ¢
57 Fidelity Union Trust Co. Bank (Newark)

- First National State Bank of New Jersey (Newark)
First Jersey National Bank (Jersey City)
New Jersey Bank (Paterson) -
Peoplw Trust of New Jersey (Hackensack)

. NEW YORK
‘Allied Bank (New York)
Bank of America (New York) |
Bank of Boston International (New York)
Bank of California {(New York)
Bank of Commerce (New York)
: Bank Leumi TrostCo. of New York .
b Chemical Bank (New York)
! Continental Bank International (New York)
_The Country Trust any (White Plams)
First Empire Bank (New York) .
Figst Nationa] City' Bank (New York)
Girard International Bank (New York)
Irving Trust (New York) -
. - Lincoln First Iaternational (New York)
Marine Midland Bank (Buffalo)
Marine Midland Bank (New York)
Marine Midland Bank (Rochester)
Mellon Bank InternationakNew York)
. The Mprcbams Bank of New York =~ -~
[ ‘Garolina Natipnal Bank (New York)
S Trust International Banking Corp.
N w York)
Phil fadelphxa International Bahk (New York)
mty National Bark (New York)
: ty Pacific International Bank (Rew York)
- > . Sfate Street Bank (New York)
United American Bank (New York)
- nited California Bank (New York) .

+ "NORTH CARQLINA "
{ North Carolina National Bank (Charlotte)
/" owuio. :

} Amcncan Bank of Commerce (Akron) )
u o 7 S - o 131'135 . ". ) <

¥ -

Central 'National Bank of Cleveland
Central Trust Company (Cincinnati)
The Cleveland Trust Company -
Huntingtort National Bank (Coldmbus)
National City Bank of Cleveland

The Ohio Citizens Trust Co. (Toledo)

- The Southern Ohio Bank (Cincinnati)

Society National Bank of Cleveland
Union Commerce Bank (Cleveland)
Wiriters National Bank & Trust Co. (Dayton)

‘OREGON
The Bank of California (Portland)
First National Bank of Oregon (Portland) .
United States Bank of Oregon (Portland)

. PENNSYLVANIA :

Central Nauonal Bank (Lancaster)

Central Penn National Bank (Philadelphia)
Fidelity Bank (Philadelphia)

First Pennsylvania (Philadelphia)
Philadelphia National Bank

Pittsburgh National Bank ..

PUERTO RICO
Banco Popular de Puertf)?ico (San Juan)

RHODE ISLAND 7
Rhode Island Hospitat Trust National Bank
(Providence)

TENNESSEE -
Commerce Union Bank (Nashville) :
First American National Bank of Nashville
First National Bank of Memphis

. Hamxlton National Bank (Chattanooga)

pa 10nal Bank of Commerce (Memphis)
Third National Bank in Nashville
HEO}Bl-aﬁtcr National Bank (Memphis) °

TEXAS oy
Bank of the Southwest N.A. (Houswﬁ'/
Bank of Texas (Houston) : o

Capital National Bank (Houston)

Continental Bank Iaternatianal (Houston)

Exchange Bank & Trust (Dallas)

First City National Bank (Houston)

First National Bank of Dallas ¢
First National Bank of Fort Worth

Houston«Citizens Bank & Trust .

Houston National Bank

‘The Laredo National Bank -
Texas Commerce National Bank (HQ.uéwn)

VIRGINIA -
Fidelity National Bahk (Lyncbburg)
First & Mercharits National Bank (Richmond)
JUnited Virginia Bank (Richmond)

. Virginia Ndtional Bank (Norfolk)

WASHINGTON ' '
Bank of Galifornta~(Seattle) -
National Bank of Commerce of Seattle




»?

Pacific National Bank of Washington (Seattle) * WISCONSIN
Pacific National Bank of Washington (Tacoma) First Wisconsin National Bank of Mxlwaukee
Seattle Fxrst National Bagk Marshall & Ilsley Bank (Milwaukez),

These banks are experienced in fi 1nancing smaller export transactions undcr loan and loan guatantees from
the Exp'oﬂ,lmport Bank of the United Stam

First Wisconsin National Bank . First National Bank of Commerce

Chemical Bank : Southeas{ First Nt'| Bank (Miami)

Coral Gables First Nauonal Bank Southern California First Nt'| Bank

Citizens & Seuthern Int't (New Orleans) Hartford National Bank . -
" Rhode Island Hospital Trust Bank- of America (San Francisco)

Marine National Exchangc Bank ~ Continental Illinois .

Arizona Bank - Cleveland Trust

First National (Boston) < First State Bank & Trust(St. Loms) '\' .
..Merchants National Bank Laredo National Bank ‘

Citizens & Southern Int'l (Miami) . Beverly Bank e

Bank of Bdston Int'l (New York) Central National (Clc»eland)

American National Bank & Trust (Chicago) Chase Manhattan Bank o

Industria] National (Prqvidence) . Union Trust Co. (Stamford)

.
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FIRST NATHONAL CITY BARNK <

. . ) » )
A : Choluteca Honduras . Date/Fechs  December 15, 1975 -
T ¢ - N . ‘ . -
;‘; o R& M.G.F. de ngumana Agncola S.A. ‘
¥ . Avenida de Oro . . -
) . Cholugeca, Honduras ¢ ' ’ _
T o . ep
. -® §-;§ Character of Gtgamzamn/glue de Orgun;zecxdn. Corporation, ?%E
g 53 ;’ Founded/Fundado: 1962 : 5 g
. S E™ . a®
3-’-‘5 §-§ Line of Business;Negocio: Agriculf:u;al Machmery Implements ) . E:g a
P 3 o.E - b - '
* E32 . . O Jorge B. Oliva, President; Enrique . i 2
- '§ :EE’ 2 B . ' "Rivera, Vice-President; Leon Perez, 2':-';5
2 _‘: £% Principn!a-Partnm/Penogeroa-Soc: N Mapager; Julio Hemaudez Comptroller- 7, H
£oit ' - >F
’ § 28 ) % g€ aw
- . 2% 815;. Authorized CapxtallCapnnJ Autorizedo: Lempiras l-in/Pesgado: & g-g. -
-t 2Esl . ::}w ‘ - sck
- .-‘:Z’ ] F'?cul Statement u olealnnco al cierre def 12. 3% (000'8 of Lempu'as) %fg
- L= 38 A 3 & .
s 2 7is
% z 53 Current AucuIActxvm Corrientea, 340. 5 5@‘ Q)lmeal Pasivos Corrientea. 52 8
~ gEx 282.311 2£%
o ;;_g ?ixed Aum[Acnvos Fij fjos: ) erredL:ab vaoa Diferidos: ’ é‘i’é
s Zar.
* - EEINE . New W otrimonio:  324.212 ¢ &28
e 2 g g 3@ . - S g. g . .
s£*8,. . i : . [
., £% 32 8} Including/Incluyendo: > . - g >
. - 3 SR ' » o - . £«
- BREEE S : RN M
,ﬁg g:-g.: SajesfVeatas: 843.326 Net Profits (Gananciss) Losses (Pérdidas) 72.440 g £ -;;
=8 ‘=G
.83 o . TERE
=< g}:—_—gt Bank & Trade Informmonl’la‘ormagdn Bancaria y Comercml. ) . %2’3'
v - 3-% ga Accord-.ng to foux local.banks queried,—this firm mamtams well 234
- £5% 2-.” managed current accounts showing average balances fluctuating f ° é
o ,333“6 . from low five ﬁgures to high seven, figures. Gredit facilities have 5 "g;’,-,:- p
pis §' . been extended up to high five ﬁgures, registering excellent experi~_ — go Y
. "éﬁ. 4 § ,, ence. Subject enjoys an excellent financial standing and 1ta ofﬁcerq i
s&SST are Well Tespec &m.the business commumty _-E% :g"
<‘-'/-,g=‘§""; ' - . . . . %%?
e . R 2 . - r - ’ - r . - . . ;:; g:
ey & Y s = e T &g
@<KEE  Our’ emnce: IO ™ . . 23
R R - ects ha.veheen ‘depositors of this Branch since 1970 and our =
~e ", relationship which includeggthe use of our borrqwmg facilities
T ha.s been enﬁrely satisfactory- ' . . . +
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- REISENOTEVMETHEI{WE BUSIKESSAH‘DETREU ADDRESS CORRESPOND WITH YOUR INQUIRY,

- . Dun&PBradstreet iNTERNATIONAL REPORT

]

; £ DUN & BRADSTREET, INC. - , : .
. - . CD 15 JUNE 28, 197- MG c1.
VALLE ELECTRICA S A *  WHOL RET ELEC SUPPS i SANTFAGO, CHILE
L C = (453 - Chlle Norte #385 Y
" " .Antonlo Valle = Pres : P 0 Box 9732
" Rafael VYalle - Vice Pres w
-Jose Valle = - Secy & Treas . STARTED: v 1935
o . PAYMENTS: ' PPT - ) N
¢+ SALES: E. 2,530,630 -
WORTH: . E. 651,920
7 EMPLOYS: 2 )
- SUMMARY .- - ) . ) *
AND RECE{VABLES COVER CURRENT DEBT. OPERATIONS PROF ITABLE. ,
_HISTORY . . v

Jdncorporated February 17, 1948, Authorlzed capltal E. 15,000, fully pald In. Succeeds
sole propr!eforshlpA of Antonlo Valle, established 19 . . o
- A Valle, born In Chtle 1910, Active here all along.” WFI regarded, Rafasl and Jose
are sons of the President, 28 and 36 respectively, native born, both marrled, They -
have bden actlve In thls businéss thelr entlre careers: ;

. . -

= - A%
- FINANCES T .
"' Statement of Mrll 30, 197- (Flgures In Escudos quoted at ,0895 In U § thrrency).
_ . ASSETS o LIABILITIES .
. Cash on hand and tn banks 67,000° Accts Payable 187,730
- Accts Rec . 311,180 Bank Loan 120,000
- Mdse 431,040 . Due on mortgage ‘ 32,120
: o Taxes ' 3,710
= CURR ASSETS 809,320 . ~  CURR LIABS 333,560
7 Fix & Equlp 117,360 Mtge on R E (Def.) . 216,000
~". RE & Bldgs . 294,030 Speclal Res 10,740
" 7. . Prepald expenses - © 1,500 Capltal Stock . . 150,000 .
i , - Surplus - 501,910 -
: /  TQTALS 1,222,210 TOTALS . 1,222,210 .

- .. ~“Net sales E. 253,063 from March 196= to April 30, 197-. Net profit E. 134,500. Flre
Z » Insurance on rsal estate E, ;w, fixtures and equipment E. 100,000,
R .o . Signed by: Antonlo Valle, Pres. -
.. Stafement shows 2 ‘fiquid conditlon with current debt covered by cash and recelvables
- - alone. VYolume reported steady with opsrations continuing profitable, T e
) BANKING: Local depository reportsd account malntatned for many years with balances-
« . _averaging medlum To high four ¥igures. An unsecured [oan granted up to low flve -
- .. figures, which Is gron:ﬂy outstanding. Relatjonship satisfactory, -~

,,k;fifﬂ;“;f_ e o - .
i TOPERATION, -~ '~

e -

1 /
7. ;.

B Wholesalers (758) and refatliers (25%) electrical suppiles, such as wiring supplles,
« - constructlon materials plus a small-line of television and radlo sets, Carrles
= - compiete lines from the U S and European manufacturers. Wholesale sales on 60 day
- # terms, -All refall sales for cash. Employs 2. i . T
_ LOCATION: Ooctples a two=story butlding, malntairied fn good repalr, In a commercial area,
v ¥ . oL

- &

t

T

4

. PAYMENTS: (June 20, 197~ (Escudoa)

- -

. HIGH CREDIT ~ OWE - P DUE TERMS PAYMENTS REMARKS
* 50,006 - - . 50,000 . .~ 50 days . Ppt 01d acct
-.40,000 © 36,000 7 . s 30/60 days . Ppt Sold yrs»
) ‘WMAY NOT. BE REPRODUCED IN WHOLE OR IN PART IN ANY FORM OR MANNER WHATEVER, .
fuiwiched Wy A0S & BRADSTREEY, inc. in STRICT CONFIDENCE B your rsquent ende rowe sibscrio kn yow Ve s DA LR PN,

- KR = RN rarEEIng
B0 OWr Dot Oeoniong and SOr A0 OAhe! Pucpist. Thvst DTONDIIONS Bre Ry ¢OW OWN DIOMCIION - yOur STIOINEY Al COnfRT> (e LY. P ADDe (U & SRADCS 1 AEE L
Pprompy of gy questisn sbowt U of informetion. DU, & BRADETREET, Inc. dos n0r guersatss Bhe COrTICINER. Ot O3 (WOON ANG K3l A0V 08 N 102 80y IO Cr EOrY
“nﬁmnmuw!ﬂuﬂamummf‘_‘mnﬂuh"hr ring, g or ting sy ond 12A=2) (T 027)

- *

< - - - .

‘ o ’» - '}_ o :__:;‘;::_— ‘ S B 138 J. ’ | ) ) ‘




SECTION C

DEVELOPING AN EXPORT MOMENTUM ﬂ

Y

INTRODUCTION. Until now, your export effort But the next stage means a plunge! It requires
has required modest resources from the new-t6-  greater commjtment of your time and money It may
export firm. Time has been mmimal. There has been  requre foreign travel. You will need a larger expor?
no foreign travel. Domestic executives can easily  budget and a more extensive plan. Bdt, rewards also
_ absorb. the export paperwork and the necessary  will be greater. .
- &orrespondence needed.
And 2 modest export business should result. If you ~ SECTION THREE s not for the fimn with cash flow
have followed our suggestions there’s no dramn on  or product prob!cm.s, ot for those who do not have a

. cash flow. You can go on this way as long as you ~ semor executive who can spead time to build ;our e
wish. \ export business.
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R _+" " CHAPTER X1 _ ? ’
PUTTING YOUR BEST FOOT-FORWARD: IN LOW-COST
x : - PROMOTIONS
L& - / .— - .

INTRODUCTION. This chaptcr discusses how to
mount a low-cost promotion effort to foreign firms.

The U.S. Government will help you blow your owt

horn abroad with free commercial newsletters, low
cost catalog -shows and special shows that are 7
“showease” of U.S. products. {.

THE~ COMMERCIAL NEWSLETTER. Each
month, the ent of Commerce publishes a
magazine featuring U.S. products and services that

B arcncwmcxport,hts'semtoaﬂb.s Foreign Serv-

“jee _posts¥ Many will distribute the Commercial
. Newsletter, as it's called, to important local buyers
and reference libraries. The Commerce Department
acnvely Iooks for new products to mclude 1 future
. issues. If you are interested,.an application form can
be obtained at the Commcrce Departmmt"’ﬂtsma
Office nearest yqu.

CATALOG SHOWS. The Commcroe Department
glso has sperial shows of catalogs, usually a und an

e : :ﬁd every year-——mostly : loping markets:
. selects a mprcﬁtauve foraccompany the

catalogs so questions can b€ ansWzred and leadds col-

- lected. These shows havc pul]ed goed-sesults for some

. ,D

~oT ts. They will seeyour cgtalogs, discuss .
P yourproizi %4

- exhibitors. "y Aw -,
The cost of 2 mta]og shag, is 1 43550 per
«-, exhibit? A list of future Qt‘alog shows is‘available
" from the Commerée Departmerit District Office—or
-from the Bureau of‘lwmauonéj Commerce, U.S.
t of Commerce, Washington, D.C. 20230.
.You will find a catalog show most effective if you
- already have an agent working for you in the market
. Whére the show takes place. He can Soric'to the sh
. and answer customer guestions’ on the spot.

. Now A catalog umbmon ¢an ‘also gcncrate
withi the U,S. industry*expert. Names

L ._- of thosc. interésted are- then sent 1o you. But

. Ttemember, these shows ace generglly held:in markets
o thatmngﬁtnotbéonyourpnontyhst. '
- *‘SeeChaptet Ibq?ammdnﬂmswhlch the Com-
Z Iesb vn[l show substantial export
grmh 1930, -

» fcausa mey be sightly-bighe 10 experanced e

- ~

e .
%

PRODUCT SHOWS. The Department of Com-
merce and the Deparument of Agncultuge sponsor
frequent shows abroad. There are twp types. Trade
Center shows and private commeraat exhibjtions.

“1. U.S. Trade Center shows. Commerce operates its
* own trade centers in 15 key foreign commercial
cities. It stages shows of U.S. goods to which
. prospective buyers are invited. (See below for
Trade Center locations.) A typical Trade Center
has six to eight shows a year, usually fitting into a
“target” industry theme. For example, the US.
Trade Center in Tokyo recently had shows on
. these themes: computers, printing equipment,
food handling systems, marine, omnogra;g
xqmpmcm, and leisure apparel. N

U.S. TRADE CENTERS ABROAD (where N -

“frequent product shows are held)

v

City Country !
Syd,ncy‘ eeenenneeees o Npagrrerernnearn Australia

Vienna .....ccceciivnenininnsrennenans Austria

PALIS cveeeeer e eeriecveeeneteeenes France
Frankfurt........cooveeeeneininnnnents Germany

Tehran ....cueverveercneivnnrecananaens Iran .
Milan_i............e froesceesenseaasees Italy

TOKYO eeevvcoconeenerrneeeanenannnn Japan

Seoul ..uvinreueecenninnennins veeessieKorea

Mexico City...............2.. eeeeenne Mexico |

Warsaw ,,:.‘. ........ eeeeenazasarasasas Poland
Singapore.... eeieeeepereeeiiinnninnes Singapore
Stockholm  .......oorvvvereene -.....Sweden '
Taipei ....... Srereieeanens oesnassrnnns Taiwan

London ...cceeuvereerereeeecnciocnnnnse United-Kingdom

v Participation oost is not mcxpcnswe $900 or more
_dépending upon ‘the location and the show, which
usually lasts a week. But this price mcludcs spacc ren-




o

. al booth&gn. and extepsive preshow ‘market
development and, publicity. A schedule of Trade

Center exhibitions 1s available from the District Of-
fice .f the Department of Commerce néarest y ou—or

by wniting the Bureau of Internauonal Commerce.
U.S. Department of Commerce. Washington. D.C

20230. .

Note. Participation 1n Trade Center events can be
effective in génerating interest from potential buyers.
If you have .n agent, you won't have fo attend. A
Trade Center show can also help to attract potential
agents. But then you will have to attend and devote

* considerable time before, during, and after the show, .

that is. if you want to select the best agent. Prior to

the show. Commerce helps 1o locate a prospective

agent by “shaking the bushes™ and 1t will develop.a
¥ list of qualified and intergsted firms for'you. i

2. Commeéraial Exhibinions. Both Commerce and

Agnculture sponsor Amernican parigipation in

U.S. pavilions at major international shows.

They also sponsor solo exhbitions of U.S. prod-

ucts. An exlensive promotion campaign is.

- aimed at potential buyers before each event. Ab-

out 30 shows are held every year in sugh well-

known events as the Paris Air Show, the

Hannover -Fair (Germany). All exhibitions are

well attended with buyers from all over the

world. A schedule 1s available from the Com-

mer¢e: Department’s District  Offices—or . by

writing either the Foreign Agncultural Service,

U.S. Department of Agnculture, Washington,

D.C. 20230. 20250 or_Bureau of International

Commerce, U.S. Depariment of Commerce.
Washington, D.C..20230.

v + The cost of participation in commercial shows

*is higher than Trade Center shows: $2000 to

$3500, but it in¢ludes-exhibition- space, booth

design, and preshow market development. (It's

" about half the price H you did it yourself.)

Like Trade Center shows, a commercal

exhibition can be an effective way to “showcase™

your goods for foreign buyers. If you have a local

(—(_ agent, you won't have to go.! A commercial

show cafl also develop potential agents. The U.S.

. Government can help by contacting interested

firms prior to the show and\t will give you details

on their capabilities. .

{BUT NOT FOR EVERYONE! Participation 1n prod-

uct and catalog shows is not for everyone. There
.+ may be disadvantages:

'I. Some shows may be scheduled where you don't
want to or can't do bpsiness.

2. Show dates in your high-prigrity markets may

: conflict with your other plans. (This applies to

. your local agent t0o.)

‘However, he may onl culu‘vmc customers from his
own sales territory.
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3 Cost could stop you. The show fee is only part oi"
the cost. For example, if you go into a Trade
Center product show, the basic show fee is $900.
But you will have to pay for building your booth,
catalogs and brochures, and your transportation
and hving expenses

* T
DECIDING TO SHOW YOUR WARES Participa-
tion has advantages But don’t do s0 unless your
agent to man uour booth (If you are trying to select

" an agent. then you might want to enter ) If your par-

ucipauon is to be successful. you will have costs and
ume commitments

1. BEFORE THE SHOW Here are sonte “musts"”

to be done prior to the show .

a Esiablish your objectnes What do you want
from parucipation” Alert Commbrce
Department officials in Washington on these
objectives If one s agent selection. com-
municate your selection criteria to
Washingion so Commerce can develop a list
of prospects.

b. Fill out the forms correctly. Make sure you
know what's required and when. )

¢ Plan your exhibu You can get lots of good
advice from Washington officials in charge of
the overall exhibition design They can tell you
how to make 1t effective Department of Com- -
merce District Office spegalists can steer you
to the nght-individual

- d. Make sure you have enough sales promotion
matenal. - .

¢ Make sure you can give 2 quick ‘'pnige,”
preferably C.LF. to interested buyers (prepare
special export pnice sheets). Your freight
forwarder can help you with this, as he can
give you sh#pping and insurance costs. .

2. DURING THE SHOW Here is a 1ist of th‘ings\__/

to do at the show,
a. Go to all exhibrtor bnefings.

b. Remind show officials again of your
objectives (they should know; a reminder will

help). y
¢. Ask for help 1n making local business ap-
pointments.

d. Get the list of daily registered isitors, the key
buyer list, those invited to the show, and other
trade lists. You'll find them useful, but your
agent, will probably like the lists—"live
pros ." 1] -

e. Write a brnef report on each prospect who
- visits your exhibit (for followup purposes).

f. Alert show officials if you've made a sale.
You'll get free publicity.

.
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ot 3. FOLLOWUP. The biggest exhibitor mistake is 1. Personal wisits The most effective promotion of

faiure to followup prospects. It makes future §. all 1s personal contact between the, exporter and
activities more difficult. Local firms hesitate to his agents. (It's discussed in a later chapter.)
geal vntﬁ exporter§ who fail 10 follow up. . ’

2. Sales promotion matenal such as literature, price

a. Stay there in the country after the show closes ~éheets, films, film stnps, premums, etc. .
2

You can followup face-to-face. .o

b. Review show results with your agent (or your ) Advertising. You will be surpnsed at how much
prospective agent) for his follow-up. of your U.S. domesuic advertsing reaches foreign .

» buyers U.S. business magazines have a large

¢. Followup promptly. Some followup work can arrculation abroad. Of course. you can advertise

lfztglc’):cs:::ihfni?r:czg;s‘:gl;):uarbllli):cd:)cf}ﬁa: in trade magazines aimed stnctly at international
and mail transcribed material and ask that 1t markets. and you can also advertise 1n local

. be before your return media abroad. At this early stage of your expors,
oL : i's probably not needed.-But one form pf
advertising 1s highly effective. cooperative
advertising. At this stage 1t will be feasible
because you can limit 1t 1o one or two markets

¥

OTHER GOVERNMENT PROMOTIONS. The
U.S. Government also uses trade mussions and
technical sales and siminars to promote U.S. Prod-
ucts.

|. Trade Missions. Commerce organizes and leads™ COOPERATIVE ADVERTISING - When an ex-
trade missions—groups of Amencan executives ~ porter and his agent share the cost, it's a cooperauve
who take 2 week tnps abroad to promote prod- cffort. Exporers usually agree to pay one-half the
ucts on specific industnes. Department of Com- cost up to a speafied himit—if the agent submits pro-
merce officials select product themes (based on  of local adversing. Many exporters find this an
research) and cities to visit. Mission bersare  effective utilization of promouion dollars. But the*
recruited from U.S. firms.* | go, it will help  exporter and his agent should agres in advance,
you develop sales leads.Abroad trade mussion  precisely how much each will share and ho% itisto be
members meet with high level government  spent, Most exporters do, not limit cooperative
officials who can be useful if the government  adverusing to magaznes and newspapers. It can be
becomes your customer. ) used on promotions. catalogs, brochures, pnce
- - - L. L " sheets, service manuals using focal termmology and
The fee for trade mmission participation is $300 lariguage. One exporter includes recepuons at local
for new exporters, but mission members pay their.  17ade meeungs an his co-op advertising program.

own_transportation and living costs. A mission If you are nterested in cooperauve adverusing,

L schedule i available from the Department of  giocucs 1t with your agent. Many have past expenence
Commerce’s District Office. Or write: Bureau of  with other US. firms and they will know.what 1s
International Commerce, Department of Com- hikely to work well. . (
merce, Washington, D.C. 20230, .. o

2. Technical Sales, Seminars.” Commerce also ] ~—

-~ organizes groups of ‘”:l"-i@“?'?ﬁmwd US. 7O SUM UP. Once you learn to sell 1 a foreign
_manufacturers 10" give sales seminars abroad. ikt hook-up this effort with promouon. Your
Seminar schedules are at the Commerce - agent can advise on what works best 1n his market

+ Department District Of‘f'ws . " and he will often share the costs,
-, The U.S. Gowvernment nsors -U.S. product
OTHER FORMS O)LP ROMOTION In addition shows in most™ major ma:zs on many grodua
. to the Governinent’s ptomotional efforts, youmn do . themes. Participation will generate sales prospects
a'good deal by you)self and help to locate agents. But_promotion-costs
T — money. Budgets should be firmly established—and
‘Commerce also sponsors trade mussions organized by  adhered to. Remember, promotion isn't for the firm
an mdustnal trade association or State governments. that is the “occasional exporter.”
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INTRODUCTION. There's no doubt about it,
travel will result in your biggest payoff Major
" reasons for travel. motivating and mariaging your
agents, and checking out new market prospects.
This chapter covers planning your trip to both old
"and Acw markets, what to do whenyou're there and
how to follow up when you return to the Siates.

‘ TRAVELING WHERE YOU HAVE AN EXPORT
AGENT. Nothing replaces personal contact. Here s
. what you can accomplish on a market trip.

1. Cement rclanons!np_ with export agents.
Nothing “facesto-face contact.

2. Give his key personnel on-the-spot training so
thcy’ll be more effective salesmen.

3. Iron out problems. There may be damaged
merchandise, disputed invoices, ipadeguate or
- oputdated sales promofion material, customer
- complaints, etc. Problems which. would take
monthstosohcbymaﬂmoftcnbehandledm

. . minutes face-to-face. 3

" 4. Make sales calls with your ageats on customers
. and good prospects. You will bﬁngback orders? -~
o (guaranteed?)

- 5. Make ab on-site evaluation of your ageut s per-
formdnee. Learn his strengths, uncover his
weaknesses—and help him with the latter.

6. Make plans for future jobs.

_ 7. Introduce your agent to the L.S commcmal
attache in his country—after all they both, “work
for you." He is eligible for help. You—and he—

" besm'pnsui at what can be done for him. Net

Tong ago, the Duitch agent of one U.S. exporter

was amazed when he received a list of potential

instruments customers in the Netherlands. It was_

. compiled by the U.S. commercial attache. The

agant didn't know this was available, (Information

) youtakcforgmntedmtthmtadStam:sno‘tas

N\ *on tap” abroad.) \

" 8. Do some on-the-spot market research and get a
longer range evaluation for your firm. You may
f' nd that a simple product modlﬁczt;on will
_increase sales. Or that your pnces should be
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. . UP, UP AND AWAY!

9. Write up a formal agreement with your ageat. If
you have not beerf10 market before, you probably
have only an nformel arrangement, <

. >

TRAVELING TO WHERE YOU DONT HAVE
AN AGENT. An ecarher chapter discussed how to
setect agents. "The first step, a hLst of potenual
candidates, can be developed without “leaving the
States. The second step, narrowing the hLst, and the
final step, selecung the finai choice, can be done at
home, but it's easier to make the nght choice in the
agent’s mark us, reasons for travel could be:

1. To get on-the-spot market information to help
yoy decide whether or not to sell there.

2. To add to your potential agent candidates.
N /

3. To narrow the list,

* .

4. To formally select an agent. N

A mistake made by exporters .5 10 rush hmdﬁhg
into foreign markets without advance preparation.
The Wall Street Jowrnal recently reported thata U.S.

. businessman lured to the Middle East by stones of.
riches awaiting U.S. suppliers, rushed over to
investigate opportunities. Tea days later and $5,000°
poorer, he came back o the United States without *
concluding any business armﬂgemmts This exporter;
could have saved time and money by doing sbme
homework prior to his spur-of-the-moment travel
- decision. R

BEFORE YOU GO. Before visiting a market, work
up specific objectives on what you hope to
accomplish. If your purpose is to “check out”

markci., an objective would be to eome to a “go o1
-n0-go™" decrsion. Another % be to list agentagd to
narrow down 1o the best didate, If you alread

have an agent,,your ob;eazve could be 1o, give i%
many hours of product iraiming, or to make sc many
sales calls with lum. Here is a list of things to do t0

prepare for your tnp while still ; m the States.

1. Get recommendations on the most productive
travel time. If you have an ageat, ask hum.
Nothing is worse than to arrive dunpg an
unforeseen holiday. (You can magine what faces
a foreigner who arnives in the United States on
July 4mf. . -

/\
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, 2. Revjew your files of actual impending business in

the foreign country. A sales call to discuss a
pending proposal may “sew up” a sale. Review
past tnqum&s (if you've kept them). - Ly

3. Work with a travel agent on the best way to travel
and where to stay. They know the speaal fares
ayailable, and travel documents you'll need.

a1 you have a foreign agent, ask his recom-
—~_ mendations on what youshould do in his market.
He'll went you to see his best customers..

5. Ser your budgei. Foreign travel is expensive. For
example, good hotéls start at $45 1n Europe, $35
in Brazil; and $50 in" Japan.

6. Make applicauon—well in advance—for thz
necessary travel documents, You will need:

a. A U.S. passport Most travel agm‘ts can help
you get one—or you can get.informauon and
an application at your post office.

b. Some foreign countries require entry visas.
Your travel agent can advise if one's needed
- and be helpful in applying for one.

¢.. Immuouzanon. A good travel agent can tell yOu
what shots are req’mred

7. Have'your travel agent make all airtine and hotel

- reservations well in advance. Good hotels are

booked up in some countries, particularly 1n the
Middle is better to be told “no room at
the inn" Weeks in advance than at 11 p.m onthc
night of your arrival. )

8. Lat your agent know as soon as you have firm
reseryations; He will meet.you at the airport.

9. Before you depart)do your homework on market
* conditions and trends. If you are going to ap-
point an agent, narrow your choice to the cst
two or three candidates prior to your dep
and write them in advance.! -

10. Carry the address and telephone numbet of
American Embassies, Consulatés, and Trade
Show Centers.

ONCE YOU'VE ARRWED If you have an agent,

" spend your time with him.Introduce him to the U S.
commercial attache if he doesn’t know about local

U.S. Government help. If you are in a country where

. you don’t have an agent, you should start with an ap-

pdinimént at the US. Embassy, Consulate, or Trade

Cenwr.

Brief thc‘-‘eommcrcu.l attache about your mp
objechva, your products, and other infofmation
such as typical customers, etc. Sec page 142on the
savwes you can expect from him.’ '

‘Cbapwr IX discusses how wdq this.

-

-

::;! R - N =

. ALERT THE FOREIGN SERVICE POST

PRIOR TO YOUR ARRIVAL

So many U.S. business executives cancel or change
their travel plans that commercial attaches won't

make appointments untl you atnve. Thus, .f youdo *

* merce Depart

be set aside ¢ntil your acjualvarnval.

write in adv??—or alert” them through the Com-

ADDITIONAL SOURCES FOR POTENTIAL
AGENTS. Your trip will help you add to the list of
prospective agents you may already have in the
United States. Here are additional sources

~l. Prospeawc customers can give you suggestions.
They byy from many firms, and know both “go-
od” and “bad” local agents.

2. The foreign branch or correspondent of your U S.
bank Prnior to your departure, ask your bank to
write you a letter of introduction to its foreign
branch or local correspondent bank.

. 3. Chambers of Commerce; Trade Associatons.
FINALIZING, YOUR SELECTION. Leave final

appomntment Of your agent until after a personal
meeting.’ ‘And 1If your trip’s main purpose is 1o ap-

. - point one, make your selection before you go back

home—thus you will have ume to work with hum.
Too many expon?rs depafi without “signing” the
‘agent and thus fose marketing momentum. ,The
increase of therr own workload back home often
hinders a quick deaision, and so the agent prospect
loses interest.

YOUR AGENCY CONTRACT (OR
AGREEMENT). A formal arrangement 15 both a
lcgal and marketing document. It is akin to-an
insurance policy—hopefully you won't need it, but
1t's nice to have 1n emergencies! It 1s a serious matter
if~your agent fails to exploit the market—and
prevents you from giving the territory to someone
more effective. Agreements should contain clauses
which definé targets, permitting you to cancel if they
are unmet Information on agent contracts are
available from:

1. Department of Commerce Distnct Offices

Z. Experienced exporters. . '/
FOLLOW UP YOUR TRIP. If your trp works out
well, you will haxe many things to do when you
return to the States, ranging from a “thank you™
letter for local entertaining to working ug of sales
quotations. Prompt and effective followup maintamns
momentum,.

'As discussed 1n an arbér chapter, itis oa:tamly possible
10,come to an mfoﬂnal arrangement without a personal
v:su.
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nt's District Office—your letter will




" can be dictated inf your hotel. Follow-up i

Many exporters advise starting your follow up
while you are still in the markel. Thank you letters
ctions
can be mailed—or telephoned. Some exporters
always schedule a few days at a resort prior to their

" return to unwind and complete all reports. (Business

=

travel abroad is hard work!) And they try to catch up
on their home life before tackling their work backlog.

‘—‘

TWENTY WAYS
GOVERNMENT OFFI ABROAD
- CAN HELP YOU (AN®” YOUR AGENT)
, DEVELOP BUSINESS

The US. Government maintains Consulates or
Embassies—our Foreign Service posts—in every

* “important commercial city abroad. They are staffed

.

with commercial expoms—called commercial
attaches or counselors. In some cities, the US.
Governmcnt’opaats its own Trade Centers. Here
are free services when you travel. And your foreign
agcnt is eligible for most of these as well!
L 3

SERVIGES FROM FOREIGN SERVICE POSTS
(The CommerciahAttache) :

I. They ¢an brief on current market trends.

*= 3. They are familiar with local sales patterns,

3. They can elp identfy tanff and nontanft
barriers. -

‘4, They can help identify important. buyers and
agencies. For example, most Foreign Service
posts have commercial libraries with local trade
directories on hand.

~
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»
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IN WHICH U.S. -

S. They have copx&s of WTDR on most important
businesses in their country.

6. Thcy can help narrow your list of prospective
agents.

7. They can make appointments with prospective
* agents, customers. (They know many personal-

ly-) \’ - =
8. They can setup appointments with key
government officials.

9. They can suggest local law firms. )

10. They can suggest local marketing rmch'i;l:tﬂ

11. They can suggest Jocal interpret<ss or transl4tofs.

12. They can advise on local business practices.

13. They know the best restaurants, for business
entertaining.

-

SERVICES AVAILABLE FROM TRADE
CENTER MANAGERS
1 Conference rooms are available at Trade Centers.’

2. Exhibition space 15 available for “between show™
. promotions.

3. Window space 1s available for displays on your
product.

4, Copies of in-depth market research will be on file.

5. Special trade lists. some may be Lsts of visitors to
" recent trade center showse~ethers may be of im-
portant local firms and key industries.

6. General advice on the market.
7. Specialized assistance to your agent.

-

. LN
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A FINADNOTE

guide in selecting the best foreign markets.
Available (8.60) from Superintendent of
Documents, Government Prninting Office,
Washington, D.C. 20402,

Rrinciples ‘and Techniques in Exporting Intro-
duction to setting up an export department.
Available (812.50) from Initernational Trade Cl

of Chicago; 36 South Wabash; Avenue, Ch!cag';\ ,
L. 60603. .

What Do I Do Now? A prima on preparing .
quotatfons, shipments, colletfing payment, etc.
Available (85.00) from Normal M. Sewall,- 500
South Nova Road; Ormond Beach, Fla. 32(m.

~ International Marketing. A basic textbook on
. marketing written by Roland Kramer. Covers all

INTRODUCTION. This handbook illustrates only
™ the tip of the export iceberg, It will help you on your
way without requiring large sums of moncy,{‘o‘rﬁ
- requiring specialized personnel.

But development of a thriving in-house' export
business will take money.\You will have to hire
employees who are specialiss 1n selling abroad and
handling export paperwoyx. Your immal export
cfforts wiII help finance CXPERSion.

" Hopefully, this handboek has started you on the

- right track. :

This chapter will present a fcw further ideas.

YOUR INFORMATION Here are.some
for you to-consider. -

.- 1. Join a world trade club. Exporters 1n key citws
have formed clubs. They usually hold monthly

funtheon or dinner meetings. The Commerce
Department’s " District Offite or your local
Chamber of Commerce can put you in touch with

functions encountered in exporiing, Available
(812.50) from Southweést Publishing Company,
5101 Madison Road; Cincinmati, Ohio 45227.

. Jbeir clubs.
» 7 “2. Review your export activities frequently. Compare
* tesults with objectives. Adjust your tactics or
- - ftrategy to meet new conditiops. .
3. Make “sure uour recordkeeping is adequate ex-
: conwpondcucc and shrpmm:s. And watch

2 Shnppmg/Dommmtat;;n/Fmght Forw'ardmg
These referentes will help the exporter who has
»shipments to many different countries.

Exporter's Encyclopedza Published annuaily,
Covers reqmrcmcms in foreign markets, identifies

yoarcosts, _ sources for assistance. A_vallablc (§180) from Dun y
“’”& Update your export plan,-and make it more com- ;n&@{rzfzu;ayln%uonal; 99 Church Street-
- prehensive, as your business grows. ? et )

‘ - Reference Book for World Traders. A world-wide
listing of organizations and firms supporting ex-
porters. Gives shipping requirements for 184
foreign countries, Two volume loose leaf with :
monthly supplements. ‘Available ($331.95) from
Croner Publications, Inc.; Queen's \ﬁllagc, NY. |
11428, :

o v )

., A MODEST EXPORT LIBRARY. Sevcral pub-
- ™ fications will help yoiu. Ask an experienced exporter,
" for advice, Here is a start. '

- T 1. Igttoduction to éxpomng. Thesc pnbhcauonssup-
- plement this handbook.

ﬂcﬁtdd e to Export. Prepared by thé
: of Commerce to give information on
’ - getting started in exporting. Available (5.90) from
Superintendent of Documents; Government

Printing Oﬂicc; Wa.shmgton, DC 20402, T

-Export Marketing for Smaller Firms, Prepared by
the Srfall Business Admm:straho_g,(S\BA) 2sa-

3. G_ovcrnmcnt support and assistance If you know
where to go and whom to contact, there’s a wealth
of information available from the U.S.
Government. , "
Doing Bu:lnm Abroad. Joyner's Guide 10 Qfficial _
Washington. Published annually, describes”
government services, identifies experts and
specialists for every aspeét of exporting. Available
(§144) from Rookville Consulting Group, Inc,,
7926 Jones Branch Drive; McLean, Va, 22101.

-

sfiother way to develop a export business, This
method s discuseed in PART THREE,

L 13 146 | | X
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.energetic

mimonty-o firms willing ta give it the same
on that went int
U.S. business. This handbook has explained:

A FINAL WORD. Exporung\c:; bring profits to

1. How firms can respond to foreign inquiries; how =
to recogmze the “senous” inquiry; how to make
an export price quotation. Hopefully, firms can
generate additional business-at httlc or no ad-
ditional expense.

2. Describes how to increase inquiries from foreign
firms. This adds modest cost, but will not prove
burden on a firm’s personnel.

3. Describes how export shipments take place and
_how payments are made. The handbook d
how to eliminate export headaches through use of -
an intérnational frclght forwarder.
suggesls how to- minimize nonpayment—even
when the new exporter sells on credit to unknown

,foreign buyers. )

. 4. Describes how to organize a more seriouseffort in

a foreign market. It gives tips on how to idenuify

»

-

developing their .

top markets, mimimum suppdrt requirements
fieeded, and how 1o select a distnbutor. (Up to this
pont, the firm has not had to hire speaiahized .
personnel.) '

5. Describes how to maintain momentum in_a

market by foreign travel and special promotio
At this paint, export development begins {8
become more expensive—and requires a greater
commitment of time and money.

Firms that have not explored afl opportunities for |
selling to export buyers in the United States, may
wish to read- PART ONE of this handbook, Ex-
porung in<Y our Own Back Yard. It identifies the im-
portant segments of the U.S.-forexport market.
.And those firms who dp not have the ume,
personnel ror money to bwld their own export
business will find PART THREE useful. It describes
export management compantes, and how they can
develop a substantial cxpon;[' business at very lttle
cost to manufacturers. :

e

-




"© __ PART THREE
-~ HOW TO FIND AND USE AN EXPORT
. 'MANAGEMENT COMPANY

'

—

PART THREE presents an alternative to direct cxportmg ‘through the use of an ex-

port management company (EMC). This approach requises limited use of a firm's

time and resourcés. One advantage cited for use of an EMC is that it gives the firm

access to instant foreign market knowledge and cxport know-how

Thc followmg chapters discuss the role of an EMC; the pros and cons of its use;
~ seléction of an EMC, and sugg&snons for developing an effective relationship with

- an EMC,

»
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ARE YOU SO BUSY” Can you handle the special-
izzd detaik of Do have the money or
- personnel t§ dczft;‘pﬂ the U.&or—export market' Or
to sell directly to foreign customers® Or are you so
* o busy with your U.S. customers that you can't spare
the time to develop an,export business?

If'the answer to thesé four questions is “No,” then
do as over 5,000 small (and even some large)
manufacturers have done: turn over the job of

- building an export business to a specialized export
= sales ﬁi;m,tzlled an  Export Management Company

K CHAPTER 1.

y WHAT’S AN EXPORR, MANAGEMENT COMPANY.
o (EMCy? - - .

* You will have very few out-of-pocket costs. Most -

-

EMC'’s will pay you either cash with their order, or
pay you on whatever terms you sell your best U.S.
customers.

WHO SHOULD USE AN EMC? All manufacturers
without export experience should consider an EMC.
. * Example: Because' they. hadn't the time, Sporian
Valve Company, a leading manufacturer of
refrigeratiog components, decided 10 let an EMC
develop exports. Immediate sales resulted, and now
exporls account for & satisfactory portion of
Sporlan's total business,

P4

- Even sophisticated exporting manufactirers may

also want to consider using an Export Management
Company for, selected products for certain Yoreign
© markets. "’

*  Example: A large New Jersey based marufacturer of
electrical components_ hgs its own export
department, but it uses an EMC for exports to the

- " Middle East. :

. WHAT'S AN EXPORT MANAGEMENT
7 . " 'COMPANY? An EMC is an,independent firm
" “which, in effect, acts 4s the exclusive sales departmgent
for mon-competing manufacturers. It function in

*; - foreign.markets just as a sales representative or ex-

F]

_ I5elling to the U.S~for-export market is described in
PART Oli!i of this.handbook, “Exporung 1+ Your Own

. -+ 8ec PART TWO of this handbo'., “Developing Your

-~ - Qwn Edport Expertise,” ) .

. "These firms are sometimes called “Combination Export
- MaagersTaswell. .. N

.

/

clusive wholesaler functions for a manufacturer n the
U.s. market. An EMC usually has a forma{
agreement. with manufacturers to “manage” their
“exports.” Sometimes EMC’s will represent-all of a
manufacturer's product hne, but not always. The
EMC gencrally receives exclusive rights to sell mn all_
foreign markets, but, again, nét always.

Some EMC’s Act as an Agent. The EMC solicits
orders from foreign customers, but in the name of the
manufacturer (whom the EMC often calls “the
principal” or “the factory”). The EMC helps the
manufacturer with the details of the export
transaction, but invoicing is done 1n the name of the
manufacturer. The manufacturer bears the nisk of
nonpayment, and may be asked to extend credit to
the customer. *Agent” EMC’s are paid a commission
on the export sale The EMC may suggest an export
price; bt his principal has the final say, both on price
and on whether or not to accept the order. .

Example: Ballagh and Thrall, a leading Philadelphia
EMC, operates this way with many of its principals.
It even uses factory letterheads when corresponding
with foreign customers. Foreign customers may not
know they are dealing with a separate firm.

Other EMC’s Act as’a Distributor. More
frequently, EMC’s operate on a “buy-sell” basis.
They buy from their,manufacturers at a set pnice, and
resell to foreign “customers. However, they market
abroad in the name of their manufacturers.. =

Example: EMEC, a Miami-based export
managbment company, has exclusibe export sales
‘agreements with 30 manufacturers of. sclentific
Instruments. When orders are received, EMEC buys
Jrom their principals and resells to the foreign
customer. EMEC invoices the customer, extends
credit {if necessary,, and bears the nsk of
nonpayriient. EMEC pays its mdnyfaciurers on the
same basis as their U.S. customers. )

NOTE WELL: In an"EMC buy-selt arrangement,
the manufacturer sometimes has no control over the

. EMC's prices, and he may not know who his

customers are. However, more and more. EMC's,
even on a buy-sell arrangement, work closely with
their principals oh. both pricing and customer

* relations. This is particalBrly true if the
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manufacturer's products are technreal and call for
special servicing and,or 1nstallaton, or product
adaptation to meet special customer’s needs.

Manufacturers and EMC's also work closely on
pricing and foreign customer relations in order to
“sew- up" export sales,

-EMC'S COME IN ALL SHAPES AND SIZE'S No
matter what you make, one or more of the 600 to
1,000 Export Management Companies in the United
States 15 capable of handling your exports But Lhc)
are not all alike.

Size. Some EMC's are rcIachIy large. They will
handle lines from as many as 50 to 100 US.
_ manufacturers, cutung across a wide range of
industnes, and export to most worid markets. Their
annual sales may be as high as $50 milhon.

Exam;le:/ J.D.. Marshall International, head-
quarlered in Skoke, Ill., exports products ranging
from electric motors and controls to construction
machinery for many U S manufacturers

Other EMC's are smallcr and will have a few
carefully selected prncipals. Their annual sales will
~ range from $500,000 to S5 mllﬁon

Example: Lonor St. Germaine is a New Jersey EMC

which represents several carefull} chosen

manufacmrers

Degree of Specialization. Some’ EMC's specialize n
certain fields: e.g., refrigeration.

Example Laster International, Inc . a New Yor‘(
City EMC, handles pleasure boats and marine
accessories.

On the other hand, some EMC's handle a broad
line ef-products to many industres.

Example Singer Products, another New York Cuy
EMC sells communication, automotive, and

industnal eqzapmem as well as consumer and audto
products. - -

Geographic Speaaltzation. The majority of EMC'’s
sell to all (or practically all) foreign markets.-Others
concentrate on a particular region or country.

xample: Middle East Traders, Inc., an EMC
ocatéd in Washington, D.C., speczal:zeﬂn.,sale.sc
the Hid:ﬂe East. i .

- Corporate Form. Most EMC’s are md&pcndem
businessés. Howeder, a few large corporations have
established EMC’s aswsubsidiaries.

Eximple: Kaiser' Trading is a wholly owned
subsidiary of Kaiser Aluminum and Chemical Corp-
oration. It handles exports of Kaiser divisions as well
as those from othef producers: .

L 4

"Activities. EMC's often do not limit themselves to
just representing U.S. factories. Some may be export

buyers on a contragt basis i foreign firms They will
buy specific U.S. goods;at the request of foreign firms
or governments. Several EMC's mantain their own
overseds sale}, offices 1n important markets

Example: The Aupéma International Group, Inc.,
has a New Yor@dCity-based EMC, plus branch
companies in several markets. They sell Aunema’s
EMC lines. but some of these offices also act as
agents for other *U.S. manufacturers

" HOW AN EMC EXPORTS. Export Management

Companies usually have long-established sales
networks abroad. Some such as Tonor St Germaine
have evén established foreign sales and warebousing
subsidiaries. But more commonly, EMC's appoint
export agents, or representatives, and networks of
exclusive distnbutors and dealers in cach of the
fomgn markets in which they sell. ) -

EMC'’s are expenienced 1n all facets of exporung:
“foreign travel, correspondence with fofeign agents,
customers,” and prospects. Here are the typical
strengths of an EMC.

1. An abihity to handle detail. EMC's have the know-
how to answer 1nquiries, prepare quotations, enter
orders, and handle shipping and payment detatls.
They are export professionals. It ¥ their business.
The hfeblood of an EMC 1s acuve. contact with
overseas firms. )

2. A ability to establish a strong overseas
distnibution system. They have the know-how to
select agents- and distnibutors and to back them
up. And they know v«hcn to make an agent
change.

3. They are cxpcns on busm&ss conditions abroad
EMC execitives travel for first-hand experfence.
Even at thé home office, they constantly appraise
market condstions and sales opportunities.

4, Their profits are based on how much they sell
Thus, they're motivated to.do a good job.

. BUT EMC'S HAVE SOME LIMITATIONS Ex-

port Management Companies aren’t successful for _

‘all ™~ ‘ J

. EMC’s, for the most part, are relatively small, and
may have limited financial resourges. Thus, some
may not be able to stock your products orto offer
extended in-house financing to foreign customers..

2. EMC's focus their effarts on those product hines
that bnng them. the most profitable business. New
Lines, or; fRiose wish limited potential, may be
overlooked.

3. Most EMC’s do not sell to Canada. Many of their
pnnapals consider Canada a domestic market.
Yet Canada is the best potential market for many
U.S. products.

4. Wxth EMC's, manufacturers rehinquish some
dcgree of control over their éxport effort. EMC’s

8150
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of promotion r

hid -
are independent b‘usisas&s. When an EMC acts
on a buy-sell basis, factories sometimes have no
.control ‘over who buys their products, or the sel-
'gi:ling price, the degree of promotion, etc. .

L]
. -

%

. to establish a new line.” 1t’s unusual for ‘the well-

. A
WHAT DOES AN EMC CHARGE? Their charges:

to you vary depending upon your product, the degree

opération,
. -~

1 "EMC’s operating on a commission basis. If an
EMC acts:on a commission basis, it will usually—~

want orfe that equals your best domestic com-
mijssion. This mjght range from 10% for consumer

goods to 15% or more for indusfrial products. -
. Distributors. EMC’s that functio y-sell
basis will ask for your best U.S. d an

extra discount. An EMC exportang high
technology electronics says he needs a mmnimum
- of 15% beyond the manufacturer's best UsS. dis-

count, Many EMC's that do accept, the
manufacturer’s best U.S. price will-usyalgeia¥e to.
mark up the produ ofe 20 P U.S.

Othgr charges. In additiorfo commnssxoﬁ; of dis-
counts, an EMC may charge for other itemgs.Some
EMC's will ask for *special events™ contf¥utions.
A New Yo City EMC asks its factories to share
overseas (rade show cdsts on a 50-50 basis. In
some cases, on overseas trade shows, thexost spht
is %-%-% as the foreigiagent also ¢dntributes.
Other EMC’s require a contriBution® for
advertising and other, promotional acuvites,
usually on a shared basis. A Miami EMC looks
for factory contributions equal to the amoynt the
factory spends in the Unijted States for an
equivalent level of sales. And the EMC matches
this contribution with its own funds.

A few EMC's ask for a monthly retainer. One says.
“We onl¢ do,this when we promote heavily in order

equired, and the EMC's method of

“

"EMC’s will pay you on the same basis as yo

Zstablished EMC fo ask for a J&ipiner for other

reasons. ‘ )
o

ARE THE EXTRA DISCOT%-T‘QB JUSTI-

FIED? Some manufacturers feel EMC services are not

worth the extra discount’ they get But remember, an
EMC has many costs that even domestic distributors do
not have. Some of these: -

I. Commissions or special discounts to their foreign
agents.

. . -
2 The cost of running an export business. spécializ
personnel; telephone, telex, and cable charges;

. - /
postage , . y

v

3 Pljc_)mouon costs, 1f not shared with their factories.

Costs for quoting, entering orders, the
considerable export paperwork, etc.

. Cost of foréign travel. (Most EMC's travel
extensively.) .

EMC's claim, for example, that they receive little
or no benefit from their factories’ domestic

- promouon or trade show expenses, Therefore, they

want lower prices—as the EMC will be responsible
for export promotion and special expenses.

TO SUM UP. Many U.S, manufa€Turers have foynd
they'can develop a profitable export business without
their own built-in export department throu
an export Management Contpany (EMC). AnY most

domestic customers, thus minimizing  cas
problems No matter what your goeds are, yo will
find an EMC capable of handling your exporis,
EMC’s come in mary forms arid shapes. While they
ask for an extra commission or a discount greater

. than that normally given to U.S, representatives and

distributors, their requests are often jusufied because
offhe greater costs of doing business abroad.

-




/
'AN EMC COULD BUILD YOUR EXPOKT
BUSINESS. One or more EMC, has the experience |
agd capability to hapdle yqur products. But should
you use one? This chapter lists the pros and cons of
using an, Export Management Company, and how tor
find them. s

’ ADVANTAGES TQ USING AN EM@E Here are
four:

) 1.-Export sales come quicker. EMC’s already have
T overseas agents, distributors, and customers in
: . place. If your product.complements somg that an

. EMC handles, you may get immediate sales. If

you were to set up your own export sales effort, it
_ would take much longer io ‘geaerate gxport
business. .

!
.

2. Your out-of-pocket expenses will be less. If you go '

it alone, you witl have out-of-pockct eXpenses in
handling export transactions, in- identifying Your
best foreign markets, and in Setting up distribution
in one, or more countries. These expenses will be
eliminated (or substantially reduced) by using an

EMC. The only ‘““cost” is the extra discount and

agrwd-upon sharmg of other expenses.

i . An EMC has the time. Even if you do have the
. financial resources for an in-house export effort,
you may not Bave the time for it due 16 other
& priorities, An EI\‘C may be the answer, because

100% of its time is spent-in dc\f‘h?mg and

_maintaining exports.
. You will learn from a pro! There is no better ex--
.,._\‘ port pracmwncr than" EMC. If you want to have
your own “cxport d ent eventually, then-
" prepare yoursclf by seung how an EMC operates '

THERE ARE DISADVANTAGES TOO. In your
U.S. marketing cfforts, if you’ve faced the choice of ©
distributor versus ‘company salesman, you will
understand some of the possxblc dlsadvantagﬁ in

o ‘ CHAPTER II

EMC’S: SHOULD YOU USE ONE? |

efforts, and askmg for frequent” performance

[N

reviews, 4

2. Some of the EMC's forcxgn agents may alrmdy
‘handle competiuve products, and won't want (or,
are unable) to changc This will restrict the EMC's
initial efforts to launch your product. But most

. EMC’s either have additional overseas contacts,
or can quickly develop them.

3. Some foreign buyers may be reluctant to deal with

~ an EMC. They prefer to deal directly with the
manufacturer. They’ll equate dealing with a mld-,
dleman (the EMC) with ‘“‘higher -prices.’
* However, some manufacturers who use EMC'’s
insist tieat the overseas price be the same as the-
domestic one. (Of course, when export shipping
costs are added, the overseas customer’s total cost
for a U.S. product 1s usually higher than what a
U.S.-b;a‘sod customer might pay.y

4." Your products may not be compemivc abroad if
you § s¢ll.on the basis of your U.S. prices. The EMC

- isa :m:dd]emam It adds costs. If you are in a
. competitive industry, the cost of using an EMC
may make you noncompetitive. Or if you are using

. an EMC on a buy-sell relationship, its markup on
prices could put you in noncompetitive positions.

" 5.”Your products may be lost among others that the
EMC sells, Large EMC3s particylarly have well-
established “bread ,and butter” lInes. These may
get the lion’s share of the firm's sal&s cffon.

FINDING AN EMC. Finding an EMC that can ~
handle your products is not as easy as it should be.
-EMC's tend to be very independent. They den't
readily band together nor do_they gencrate much
- publicity about themselves. Thus, EMC's based in
New York may not be well known t6 martufacturers
in Chicago or elsewhere outside the New York area.
But with some diligence, you'll be able to locate an
EMC capable of handling your products. :

. , using an EMC. Our approach is first to develop a list of scveral
™ ] 1: The biggest disadvaniage could be loss of control  EMC’s who have experience with your product or
: over sales. Yoou are dependent on the EMC, You  complementary oges. Then narrow the list to one or |
.. take its word that it' the best job possiblc two. And remember, EMC's are constantly on the look-
O ) Howevcr, you can ovcrco this by ovcrkm out for new lines, but they are selective They don’t
B 'rant to waste time on a line that won't sell, or with a -
.. EMC'ssbmetimes lose Lb;u pnincipals w lhc’ dotoo ! Tirm that can’t give them Qackup support Therefore,
"« ° good a job in.building their eaport pusifiess smce “in. the final analysis, the EMC may sclect you, not
v ¥ principal Secides to build his own ‘export.gepartment. . ﬁcc versa. ,‘, . ;
;‘J. ‘ - L4 .\ - ' ) “ - i "/. \3
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YOUR BEST SOURCES. There are several reg;onal
associations of rt Management Compam&s The
most active groups are listed below. These
regional association$ have banded together-10 form a
naticdhal “Tederation of export management
companies. Y our top choice for locating an EMC are
the regional associations and the national federation.

The Regional Assdciations. You'll have two reasons
.- to contagct them.

1. Write each association about your interest in an
EMC. Attach «a few product leafléts. J'hc
association secretary will circulate your inquiry
among its members. Those interested (bopcfully)
will coptact you.

2. Also ask for membership lists. Some lists are-

better developed than others, and they identify
member firms and indicate their area of specializ-
-ation Thus, you can contact firms of potential
fnterest on your own.

77ze National *Federation of Export Management
Compames (FEMCO,. By wnung to FEMCO, your
. request may be pubhished in their‘newsletier which

" circulates to all associations aad their members.

. See page 153 for a samplc letter to an EMC
assoqatxon orto F EMCO N
OTHER SOURCES. Not all EMC’s are members of
associations. Others in the export “community”-can

.

suggest ;ﬁcntial EMC's These sources mclude

I Your, trade association. Many trade groups have
EMC’s as active members, or your adsociation
may know which EMC's are expenenced in exp-

. orting products similar to yours.

2. Trade publications. Those in your ndustry,
particularly the marketing magazines, will know
the EMC's in your product field. There are also
specializéd”export trade publications. Two of the
more popular ones are Export, 386 Park Avenue
South, New York, N.Y. 10016. The second: Re-
portero Industnal, 10 Cutter Mill Road. Wreat e
Neck, N.Y, 11021

3. The U.S. Department of Commerce Distnict -
Offigess They are very famuhar with EMC's ~
theis,argas, and gladlywriigive you names. But the

" best EMC for you maw anvther part
of the country and unkno ¢ district office

nearest you.’

.4 Washington offictals familiar with EMC's. Both

the Department*of Commérce and, the U.S.
Department of Agriculture are knowledgwblc on
EMC's"and may be able to help you develop a list.

> %

-*You do not need an EMC 1n the same aty or even close
b) It's more important to find an EMC that knows your
field. I ;

- THESE ARE THE MOST ACTIVE ASPOCIATIONS
OF EXPORT MANAGEMENT COMPANIES

- The Association of New Eng}and . . Lt Overseas Sales and Marketing -
s Export Managcmcm Companies . : ) Association of America,Inc.
' P.O.Box 5 . P.O.Box 45446 -,
Moodus, Conn. 06469 Chicago, Ill. 60645~ )
(203) 873-8968 (312) 583-6060 .
‘ ExportManagcrs Association of Pacific Northwest Association of
Southern California \ Export Managers
1537 Pontius Avenue { 5316 S.W. Westgate Drive
; Los Angeles, Calif. 90025 Portland, Oreg. 97211
. . (213)479-3911 (503) 292-9219
National Association of Export ‘ e
Management Companies, Inc. ) -
65 Liberty Street
New York, N.Y. 10005 ’ g
L (312)766-1343 - )
National Federation of Export Managcmmt Companies (FEMCO) .
65 Liberty Street - A
d - New York, N.Y. 10005 , ~ )
(212) 766-1343 .

(This is an association of EMC associations)
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7
Type of Goods
Agriculural

Products

Conjact , .
Foreign Agricultural Seryice
U.S, Department of Agriculture
Washington, D.C. 20250

Manufactured, ‘Bureau of International Commerce

" Products U.S. Department of Commerce

Washington, D.C. 20230

5. Others 1n the export ~commurty,” Banks, freight

forwarders, and ekpenenced exporters can suggest
EMéa’xs\/ ..

.

6. Dirgctory of U.S: Export Management
Cm%am'

es. The U.S. Department of Commerce
haspublished a list of export management firms:
Unfortunately it has many firms that arenot truly
export management firos, but are export
merchants. It lists firms by area of specialization
so it's still useful. It is available for 75 cents from

the Superintendent of Documents; Government

" Printing Office; Washington, D.C 20402
7. Food and Agnculture Directory. The Foreign

Agricaltural Service of the US. Department of .

Agr;cufturc publishes a comprehensive guide o

export managtment companies who specialize in

foid, farm, and dairy products. For a free copy,
contact. Foreign Agricultural Service; U.S
Department of Agriculture, Washington, D.C.
20250. . ’
CONTACTING EXPORT MANAGEMENT
COMPANIES. Once you have a list, parrow it to no
_more than three EMC's. A letter plus 2 followup
telephone call and perhaps a pgrsonal visit can help
you to narrow your list quickly. : .
- Here are some key points in your.injtial lettér to
\ the EMC's. -

1. Make known ;our interest in an Export
Manfgement Company.

— N
» R . ’
.

ke 0.
.
M -

price sheets. NOTE: if your catalog 15 not-up-to-
par, do not send it. It will create a bad image.

3.*Kentify your important U.S. market segments
and-list typical customers.

4. Describe yodr company. Indicate any previous
. export experience—or if you have had inquiries
from abroad. -

5. Ask about the EMC’s activities. In particular, ask
for a description of his firm, how he is organized
to export; lines hzmdlccf and principals he

. represeats.

If the EMC 1s interested, youll get a quick reply or
a telephone call. See pagel 54 for a sample letter o an
EMC. - - .

WHILE YOU'RE LOOKING FOR AN EMC, IT
MAY BE LOOKING FOR YOU:' Most Export
Management Companies are constantly on the look-
out for new profitable hines. One reason. f they do a
top sales job for®heirr manufacturers, they often set
up an in-house export department EMC executives
frequently visit trade exhibitions to look for new prod-
ugts. They also use direct mail. That's why 1t's.im-
portant to hst yeur firm and ite products in _the appro-
priate Buyer Guide Product Directones.”

TO SUM UP. An EMC offers many advantages to
the firm that wants exports. While there are
disadvantages, most can be overcome. However,

" finding an EMC will take time. The 600 to 1,000
"EMC’s aren't casily identifigble. But you can come

up with a list of severa! firms that are experienced 1n
exporting a similar product {o your own. _

*

.

‘Se¢ PART ONE for the :mportance of Buyer Guide
Directories and hag 10 get histed.

2 Describ{g{cmr products. Enclose cgtalogs and

b

\
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- YOUR COMPANY, INC. "<
’ , 111 MAIN STREET ,
* *‘HOMETOWN, VIRGINIA 22101
& 703/821-1860

1 o ¢

(Sample Letter to an EMC Association)

* - -

National Federation of Export
Management Companies, Inc.

65 Liberty Street s
Rew York, N.Y. 10005 .

3o

Gentlemen: _"

jre© ey,

.‘_AJ" "fy..""fi,auqnf“" "“-\.-,;’.6-_--’\." T wr S
7

“Your Company, Inc., markets a line of asphatt additives. . These additives
extend the }ife of asphalt surfaces such as highways and parking lots, #nd we feel
- they have applications in foreign imarkets. We have received inquiries from firms -
in Canada, Korea, and the Middle East. .
, #

We are seeking an Export Management Company to help-build our export business.
We would appreciate your informing Export Management Comp ies in your associations
of our interest. We would also like any list of EMC's wit experience.handling

. related products.‘-' . - -7 - -

. Py

in the attdched brochure outlining our capabilities. Our major customers include
highway c gtﬁictors such as the XYZ Company, and state hi ghway agencies.

N

YCI,X?un&ed'in 1973, has sales of $1.3 millfon. Further details are given

' Don't hesitate to telephone if you need flurther details. We look forward to
obtaining names of potential EMC's. e ‘

. ) " . Sincerely,

: N.'T. Joyner, Jr.
o, ) N - President ,




. ) ] . i < . -7
i— T o YOUR COMPANY, INC. . >
‘ o~ _ 111 MAIN STREET
S . .« e .« .:  HOMETOWN, VIRGINIA 22101
- . : 703/821-1860 ,'}u ,
- . ) e ~, . < L '
< e (fanp'la Letter to an EWC) .
BT - ' P

.-’qu H"“’M“;" I‘nt“' o b A ”.”T oA Veug 100 7 N e A =y o P
World Tradd Center " . ..
Miami, Florida 33165

R R TR

‘Sentlemen:

* Your Company, . Inc., markets a line of asphalt addxtwes which extend the 1ife
of .asphalt surfaces such as highways and parking lots. ~The attached catalog and
specification sheets give detailed information about our products. Our two most
imortant market segments are highway contractors and state highway agencies Our
major customers inc}ude (name them). :

3 s o We.are seeking an_Expo.rt Management Company %o hagdle exports. We. believe
) thefe is a growing international market, He have received mqmnes from firms in
_ (name foreign céuntries). .

: YCI, founded in 1973, has sales of $1.3 million. Further~details are given
-* _in the, attached brochure outlining our capabilities. .

We realize that. developing an export business takes hard work, and we are
prepared to support our Export Hanagement Company. If you are interested in
hgndling our éxports, we would appreciate your response with the following informa-
tion: ¢/

. .

‘ - R A brief description of your firm, its experience, and capabilities.
2. Hajor_ product Hnes exported, a.nd nnnufacturers you represent.
. 3. HMajor industries served, and ma,)or markets.

¢

pon't hesitate to te'lephone n" you need further details. We lodk forward to
your pmmt rep]y. ( .

\\%_hcere] Ys :

’ No To Joyner; Jr.' 4
’! - ) * Pl"egi&nt » \

“
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SUCCESSFUL EMC'S SELECT THEIR
PRINCIPALS CAREFULLY. And you should do
the same! If you want to end up with an EMC that
will do a good job for you, you must first narrow

your choice 10 one or two and then “sell™

your prod-

duct’s profit potential.

Are the EMC’s other product lines compatible
with yours? -

2..Which manufacturers does it represent? And for

how long? (Eliminate any EMC who has your
competition.)

. What are the EMIC’s sales figures for thesz firms?

WHo will actually sell y68Fproducts? Unless they
are very small, most EMC’s have different sales
managers for different lines. Ask@im how often he
travels, find out his sales and export experience.

. What method does the EMC favor in dealing with

manufacturers? What kirid of pricing, financial
support, etc., will normally be requested?

. What are the EMC’s major foreign markets? In

particular, ask about Canada, Puerto Rico, and
Mexico. Most EMC's exclude Canada—the top
market for U.S. exports.”

WHERE TO GET THE INFORMATION. Here's
how to develop background information on

prospective EMC's.

I. The EMC itself. Repliks to your letters should in-
* clude much information, or you'll get it through a

A

followup telephone call.

. ~%-Talk to the EMC principals. A good EMC will

give you references. Be wary of any that hesitate or
won’t. Ask the principals about the EMC's

strengths and weaknesses from their viewpoint. A

" NARROWING YOUR LIST. Here's what you _
should be finding out about EMC's on your list.

I.

» thoroughly. Here-are three points.

SELECTING AN EMC -

be a waste of his time. Therefore, he'll check your
product and your firm’s reputauon. Here are the
questions he will ask.

!

. How you'market in the United States.
. References. An EMC may ask for hsts of your

Will yqur products sell abroad? Some EMC's that’
specialize in your product area will have an im-*
mediate reaction as to its foreiga potential. Others
will send your preduct catalogs and prices to their
foreign agents or distnbutors and ask for ther
opinion. T
Will you support the EMC’s efforts? The EMC
needs 10 know that you will meet shipping
deadlines and fill orders promptly, that you wall
back up his sales efferts with adequate
promotiorial material, and that you will make
emergency shipments, if requred.

customers and suppliers. Just as you will want to
check his references, he'll want to check yours.

- ~
NEGOTIATING AN ARRANGEMENT. If an
EMC is interested in selling your product, here 2re
some key items for a face-to-face meeting. . .

cardinal rule: never select an EMC without .

checking at least two of his thanufacturers.

3. Other sources. Your bank can get you a credit re-

port on prospective EMC's. Also, contact the Com-
merce Department District Office 1n the city or

state where the EMC has his headquarters.

WHAT THE EMC WANTS TO KNOW. Before he

Q

’ takes you on, the EMC will make sure that it won't

-
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At what price (or commission) do you sell your
product? An EMC probably will ask for a higher
grice discount or commission rate. Discuss prices

a. The«EMC may not need quite aslarge a*break™
as he has indicated.

b. .The EMC may be able to sell at a higher price

,than what you get in the U.S. market. Thus,

you get what you need; the EMC gets what he

¢. You may be able to meet his fequests if a cost

analysis indicates yon can still make a profit.

But don’t give an additional discount if it-
means that you are going to lose money!

. Sales teritories. The Majority of EMC’s want ex-

clusive rights to seil for you in all markets, except
the United States and Canada, probably. Most
thanufacturers consider Canada a domastic
market; therefore, C's have not establisifed
distribution there. Make syre to discuss the U.S.-
for-export market %with him. )

3

\




3.

4.

¥

a. -Will the EMC or you be responsible for scllfng
to U.S.-based export buyers?

b. What are your obligations to the EMC if you
sell-a U_S. customer whom you know is buying
for export? )

L8

(And don't forget—some manufacturers use-

more than one EMC. For example, one for
Burope; another for Latin Amenca: and
another for the Middle East.)

\Lcngth of agreement. Most bhkely, EMC's Wili ask

for a 2 fo 3 year exclusive arrangement.

Exclusions. If you already sell 10 the U S -for-
export markét, you may want to excludg these
sales. (However, most EMC sales contracts specify
that they handle these sales.) Or.f you have an
export business with a2 few old customers on a
direct basis, you may want to exclude these from
an EMC arrangement.

. The EMC's obligations. Tie down the EMC on hjs

obligations to you. For example, what kind of
promotion will- he do for your produas? How
much travel on your behalf?” Will the EMC give
you sales objectives and projections SO you can
measure pcrformancc;_’

. Your ‘obhgat}lons. What does the EMC expect
i

from you? Will you nesd to supply samples” If so,

\/ .

w

e

how many? Will your product require special
adaptations? (For example, 60-cycle electncal ap-
pliances won't operate 1n most world markets.
They need to bé modified for 50-cycle.) And does
the EMC expect you to contribute money, either
for specific azﬁiitm or on a retainer basts, to help
finance the product introduction?

FORMAL OF INFORMAL ARRANGE-
MENT? If you both agree to a relationship
a tnal of 6 months or longer may be a better
idea than a formal 3 year arrangement You
can get to know -zach other, but there are
disadvantages The EMC may not be as willing to
devote its resources to launching your product. Thus,
a formal arrangement is then adwvisable. All good
EMC's will have standard contract forms Ask for
one to review. Don't be bashful about asking for
changes. The EMC's imual contract offer could be
“ulted” n his favor Most EMC's are practcal
businessmen and ther agreements won't be lengthy
or filled with “legalese ** And don’t be hesitant about
talking exgr a prospective arrangement with other
manufacturers handled by the EMC

TO SUM UP. To find the EMC that will do the best
job for you, develop a hist-of potenual candidates.
There are many sources to find EMC's. When you
find one. negotrate a sales agreement that will please

" both of you
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‘CHAPTER IV L

4

DON'T FORGET YOUR BMC. Once the contract
is signed, too many manufaclurers ignore their EMC.
This chapter discusses the ongoing relationship with
your Export Management Company and, if need be,
how and when to terminate the relationship.

“MANAGE” YOUR EXPORT MANAGEME?
COMPANY. Remember, your EMC agts as your
export department. Just as you oyersee your domestic
sales effort, so should you manage your export effort
as implemented by your EMC. Your main
responsibilities. help it plan, give st backup support,
" and measure its performance. .

DEMAND A PLAN! Most EMC’s aren't asked to
plar Thus, if you ask yours to give you a market plan
-for develGping exports, you may not get one. But
persist! Ask for 2 simple plan. Try to get the plah on
an annual basis, As a minimum, ask for an annual
“sales forecast. Why a plan is needes: it will give you a
$Rindard of suggested performance for comparison

"« SUPPORTYOUR EMC. Put him on your’cuswé.cr

mailing list. Many manufacturers don’t do this and
- EMC’s often complain that material seat to domestic
sales organizations don’t reach them. For example,
“be your EMC receives your new sales catalog,
new product announcements, sales tips, etc. Here are
other ways to support your EMC: - )

. L Invitclh&pasonndwvisityourfaaoyyfor;’)roé-

uct training. (A must!) :

2. Help train his agents of- distributors by en- .

couraging them to visit your plant.
3. Take foreign trips with EMC salesmen to help
. promole sales. - ’

, 4. Make sure EMC personnel come to your annual
~'sales meeting. ‘ \
5. Yisit the EMC: make it feel Yanwd ’

In short, treat your EMC as part of your sales
team. . -

CHECKING HIS PERFORMANCE. You . will
want feedbgck from your EMC as to:;‘s p;ziform-
ance against his forecasts. Ask for periodic sales re-
EMC what it did to leunch your prod-

MAKING THE MARRIAGE WORK .

uct. Wisit the EMC and spend ume, nog only with
the executives, but with those who have direct sales
responsibility for your products. Get a fee} for their
level of effort: . '
TERMINATING A RELATIONSHIP. There may
be time$ when you will want to change your EMC.
Here's some possible reasons:

I You are unhappy with the EMC's performance.
Make sure that his poor performance is not linked
with-your poor performance The EMC’s failure
may stem from the fact that you didn't give him
support. ’

2. The EMC is unhappy with y@kr product. Sales”

can’t be developed because of product problems
such as inappropriateness for export markets,
noncompetitive pricing, etc. Thus, an EMC may
want to drop you rather than vice vérsa,

P )
You want your own in-house export department.

WHEN SHOULD YOU EXPORT ON YOUR
OWN2 Some manufacturers maintain an EMC
relationship for 20 years or, longer. Others keep one
only until the point’ where 1t will be profitable to
undertake their own export setup. But, before.you iry
to do this, you should be certain you can do 1t on a
profitable, and continuous basis. If you want to
mzblisﬁ’an in-house export department, consider
first the EMC’s annual sales and secondly, the extra
“discount” the EMC depends on for his profitable
operation. - 7 .
Example: Your EM Cexports $300,000 of your prod-
Yct. Assume he gets a 15% “extra” discount. Thus,
your “tost” of using the EMC is £45.000. :

Compare the “cost™ with what it would cost to set
up your own organization. And.consider any exports
you will lose because of changinig relationship with an

LT VA )
h

EMC—as well as additional sales because of an

increased attention to your goods.

TO SUM UP. A ful ongoing relationship
with your EMC will depend on whether you fulfill
your management responsibifitics. First, you should
make sure the EMC has an annual sales plan for your
*products. It doesn"t have to be detailed; a simple one
, Will do. Makesure the EMC gives you sales forecasts,
ang his sales record 0 you can measure pF{ormanee.

- -

]

- ' © 1574 » ’
T Pise .




- .

b

And sdpport your EMC in tilc same way you back up  give your EMC, the greater Lkelihood of building a
your domestic sales personnel. The moresupportyou  successful export business. .
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DIéTRICT OFFICES OF THE U.§ DEPARTMENT OF COMMERCE -
_ Specialists in these offices can assist in your exporting efforts.

District Offices .
Abucuergue, MM, 87102, 505
NW, Suits 1
e o Sl 101”5

99501 €32 Sixth Ave,,

'HiﬂBldg.Sum412(907)265-

M 30309, Suits 800, 1385
PudﬂroeSLN.E.(MSZS—GOOO.
Baltienors, 21202, 415 U.S. Cusiom-
house, Gay and Lombard Sts. (301)

a&mm..aszos.mzoo-
201. 906 G, 20th St (205) 254-1331.
Boston, 02116, 10th Floor, 441
smansz.(m%’zzs-m

Bultalo, M.Y., 14202, Room 131
Faderal Bidg., 112‘?2'\‘1.&30«18!.2’

Charbsba, W.Vl., 25301, 23000
Office 500
Quanief St. (304) 343-8181 Ext

Wyo, 82001, sozz
'MahomyFedemlCenter
%ag;bil«m(sonm E:d.

cuc-go,aoeos, Room 1408, Mid-
PlazaBldg.,.‘:SE.Mon—
-roe St (312) 3534450

m 45202, 10504 Federal
68‘- 550 Maln 8t (513)

44114, Room 600, 658

Ave. (216) 522-4750.
Colkumble, 8.C,, 20204, Govest Cen-
isr, 2611 Forest Dr. (883) 765-5345.
Dalias, 75242, Room 7A5, 1100
Commerce St. {214) /48-1515

, 80202, Room 165,Ncw

** (716} 842-3208,

’

Custom House, 19th and Stout Sts.
(303) 837-3245. .

Des Moines, lowa, 50303, 609 Fed-
eral Bk!g.. 210 Walnut St. {515)

Dctroﬂ. 445 Federal Bldg.,
231 W. Lafayene (313) 228-3850.
N.C. 27202, 203 Fed-
eral Bidg., W. Market St., P.O. Box
1850, (818) 3785345,
Hartiord, Conn., 06103 Room 610-
B, Faderal Offigd Bidg., 450 Main
St (203) 244-3530.
Y B&dgis?(j)?'s stsnshopA!St. (808;
oung E
548-8604 '

77002, 1017 Old Federal

Houston,
Bldg..ZDIFammSLms)zzs-/som

lndhmpolh, 48204, 357 U.S. Court-
house & Federal Office Bidg., 45
E. Ohlo St (317) 2898214,

Los Angeles, 90048, Room 800

" 11777 San Vicents Blvd. (213)824-

7531
Memphls, 33103, Room 710, 147
Jefferson Ave., (901) 534-3213, °*

Miamd, 33130, Rm. 821, Gity Na-
tional Bank Bldg., 25 W. Flagler
St. {305) 350-5267.

“53202, 605 Federal
Office Bidg., 517 E. Wisconsin Ave.
{414) 224-3473.

Hh'o?olh. 55401, 218 Federal
31”3%" 10 8. Fourth St. (612) 725-
Hew Orleans, 70130, Room 432,

! Trade 2 Canal
. (504) adecse,

Kew York, 10007, 37th Fioor, Fed-

-~

oral Office Bldg. 126 Federal Plaza,
Foley Sq. (212) 2840634,
Newark, N.J., 07102, Gateway Bldg.
(4th floor) Market St. & Penn Plaza
(201) 845-6214,
Omaha, Neb., 68102, 1815 Capito!
Ave,, Suite T03A (402) 221-3685.
19106, 9448 Federa!
Bldg., 600 Arch St. (215) 587-2850.
Phoenix, Ariz., 85004, 508 Greater
Arizona Savings Blidg., 112 N, Cen-
tral Ave. {602) 261-3288.
Pittsburgh, 15222, 2002 Federal
Bidg., 1000 Liberty Ave. (412) 644-

Pocﬂand, Ore,, 97204, 618,
1220 S.W. Third Ave. ( 221-

Reno, Nev., 89502, 2028 Fedesat
Bldg. 300 Boom St. (702) 784-5203.
Richmond, Va., 23240, 8010 Fed-
eral B!dg., 409 N, 8th St. (804) 782-

st Lou! 63105, 120 S. Central
Ave. (314) 425-3302.

Salt Lake Cily, 84138, 1203 Feddral

Bidg., 125 S. State St (801) §24-

5116.

8an Frapcisco, 84102, Federal
Bidg., Box 36013, 450 Golden Gate
Ave., {415) 556-5860.

8an Juan, P.R., 00902, Room 100,
Post Office Bldg. (809) 723-4640,-

Savannah, 31402, 235 "U.S. Court--

house and Pos}-Office Bidg., 125-
28 Bull St (912) 232-4321, ExL
204 4

88109, 706 Lake Union
Bidg., 1700 Westlake Ave, North
(206) 442-5815.




